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Abstract 
The thesis deals with the problems of translating "soft-sell" advertisements 
between Arabic and English. It is argued that a standardisation strategy of any 
international advertising campaign across cultures of soft-sell advertising is 
unsuccessful at any tinic in the case of Arabic and English. This steins not only 
froin, besides the huge differences already existing between the two languages 
and cultures, such as socio-economic and socio-political, but also froln tile 
different methods and strategies adopted by the copywriters in employing 
various elements of humour, irony, persuasion, taboos (e. g. sexual 
coil notat ions. ), conceptual sarcasin and cultural intertextuality, which are ailned 
at particular audiences, and the translation of which is detennined by the 
elements of tinie and space. Localisation, according to the characters of the 
local market is thus the best solution for any successful cross-cultural 
advertising. 
The development of the role of culture and language in a given society has 
also been illustrated, followed by various approaches to cultural translation 
equivalence and cultural translation difficulties between Arabic and English. 
The thesis also contains a study of the techniques and inethods of advertising. 
This includes elements of persuasion, strategies of standardisation, language 
and paralanguage of advertising, style of advertising and deviation in 
advertising from the nonn of standard English. 
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Introduction 
Linguistic Framework 
For a long time, anthropologists and linguists have been engaged in 
the debate on the definition of culture and language and their 
relationship based on studies of various societies in which shifis 
and changes in language use are linked with social and cultural 
activities. On the one hand, some anthropologists view language as 
Cultural a part of culture and say it is only a mirror that reflects 
substances. If perceived as such, then speech cannot be correctly 
understood unless it is seen as a symbol of cultural phenomena. 
This is to say that culture is taken as those social habits which 
hunian beings acquire and learn from their society and therefore 
language is viewed as a part of culture. On the other hand, linguists 
and ethnolinguists focus on language and culture, or language and 
the rest of culture, or the interrelationships between language and 
the rest of culture. The latter regard language as significant as 
culture and suggests that languages tend to borrow froin one 
another as cultures do. 
In the current thesis, I will argue that culture and nature have 
somehow a reflection on language and that societies are influenced 
by these three dimensions. In other words, for one to appreciate the 
richness of language one must know its nature and culture; the saine 
thing applies to culture and nature. These three dimensions have an 
impact on each other and the absence of any one of thein affects the 
total understanding of the rest. It is true that one can study any of 
these elements or substances as a separate entity in a given society, 
but, as far as the total communication across culture is concerned 
one always relates these elements to the other components to have a 
full communication. New words are coined when a new cultural 
concept occurs in a given culture and so on. Culture and language 
are both exposed to change and development. These changes are 
created by human demands and requirements either consciously or 
unconsciously according to space and time etc. 
Thus, communication varies to a certain degree between individuals 
within the same culture and the saine society, within the same 
culture and language but within a different society, between 
different cultures and languages but with some shared si niflari ties, 
and between different cultures and languages with no similarities at 
all. In the first criterion, as illustrated above, communication is 
likely to be less problematic but difficulty may lie within the 
idiosyncrasies which characterise each individual. According to tile 
second criterion communication difficulties arise from the different 
ideology, characters, tradition, environment and social behaviour 
which characterise that specific society from the rest of the mother 
culture. Communication as a result between this society and an 
expanded society within the same mother culture requires some 
explanation of those specific societal individualities. To clarify this 
point further, communication between the countries within the 
Arabian Peninsula are less problematic than' with those of the 
Levant countries or those of North Aftica because of the elements 
of geography and distance. The latter is an example which applies 
to the case of the Arab world. 
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Fol the third criterion, which applies for example to the case of 
Britaiii and France or Germany and France, coin in uni cation is 
more difficult than with the first two criteria. The communication 
difficulty in this criterion steins froin the fact that the hierarchy of 
societal individuality which characterises their ideology, traditions, 
cusionis, social behaviour and language is bigger, although there are 
soine similarities between their cultures and they share the same 
religious belief. It is obvious that in each of the three criteria tile 
problem of coin intin icati on is growing as a result of peoples' 
cultural and social characters, and language in the third criterion 
which makes communication more difficult than with (lie first two. 
Finally, as for the fourth criterion, communication is niuc i more 
difficult than with any of the other three as it involves people of a 
totally different language, culture and environment. This criterion 
can apply to cases such as the British and the Arabs as a whole, or 
to French and the Japanese, or the Arabs and the Japanese and vice 
versa. Hence, communication according to this criterion is far more 
difficult since we are talking about people. of completely different 
cultures, languages, environments and religious býliefs. 
This classification will help us to explain the difficult role played 
by translation across cultures. When a text producer writes his/her 
text to his receivers s/he is not obliged to explain any of thecultural 
substances implied in the text since it is taken for granted that the 
receivers share those cultural substances. However, when this SL 
text has to be conveyed across cultures, these cultural substances 
and distance which are alien to the TL receiver affect the total 
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communication between both the SL producer and the TL receiver 
who rely on the translator as a mediator between thein. 
It is now widely accepted that translation involves more than 
finding equivalents in one language to the words written on the 
page in another language. As a mediation process, translation 
involves a transfer of meaning from a SLT to a TLT. Meaning is, 
however, a complex concept which is conveyed through texts by a 
number of different but equally important means, with language as 
such fonning just one piece of the total act ofcommunication. 
As translators, we are faced with the task of bridging the gap which 
inevitably exists between one language and another and between 
one culture and another in order to preserve the communicativeness 
of the texts to be translated across cultures. When we talk about 
communication across cultures, then we attempt to identify the 
obstacles that are problematic to transfer, how to overcome them in 
the translational process and how the degree of these cultural 
obstacles or barriers which are determined by individual society 
belief and social behaviour vary in the process of communication 
between different societies. 
Advertising, the main topic of the present thesis, is a form of 
communication which, like other aspects of consumer society, has 
reached a high level of sophistication in the English speaking 
world, and Western societies in general. However, this form of 
comnitinication is much less developed in the Arab world as far as 
Isoft sell' advertising is concerned. Translation of advertisements 
basically from English into Arabic is, therefore, likely to be very 
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problematic, particularly in the type of advertisements which 
contain in element of humour, irony, sexual connotation, reference 
to political figures and cultural intertextuality. 
The aiin of the current thesis is to analyse the language used in 
advertising and to discuss the possibility of their transference into 
either English or Arabic. Translation of advertisements, more than 
any other text-type or any other genre, involves not only the 
synthesis of the semantic, syntactic and pragmatic dimensions of 
the text, but also a critical shift from the simple interpretation of 
objects and forms of communication to investigations of cultural 
artifacts and how they produce meaning. Wbat an advertisement 
means depends on how it operates, how it functions as a sign and 
how its "ideological effect" is organised both internally and 
externally. More significantly, advertisement translation is 
determined by the elements of time, space and the immediate 
response of the addressed consumers. 
The niesis Layout 
This thesis consists of five chapters. Chapter one %Xill highlight the 
development of various definitions of culture and language. In this 
chapter I will first comprehensively review the role of culture and 
language individually and the role they maintain in buinan society 
in general, based on various definitions which either perceive 
language as a part of culture or vice versa. Second, I will bring to 
light the various views which maintain that culture and language are 
intermingled, that they reflect each other, and that neither the one 
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nor the other can function without (lie impact of the second. I will 
also focus Oil the classical definition of culture which views culture 
as the learned behaviour and habits acquired by society in which 
language becomes a part of culture. This chapter will also deal with 
how linguists and etlinolinguists focus on the study of language and 
culture; or language and the rest of culture; or on their 
interrelationships, concluding that language and culture are equally 
significant in the domain of human society. 
The second pail of this chapter will continue along the same lines 
as the previous definitions, but this time the study of language and 
culture will focus on various approaches to the study of language 
and culture such as that of. (A) Sapir and Whorf who insist that we 
as humans are moulded by language and as a result language 
determines our thinking. (B) The contemporary notion of 
'Structuralism' which studies the world according to its formed 
entities rather than separate things. Structuralists focus on the 
dichotomy of 'synchronic' and 'diachronic' regarding language as a 
total sum of words, lience each single word is accompanied by a 
separate meaning related to its diachronic or historical domain 
which is liable to laws of change. (C) 'Behaviourism' which focuses 
on the psychological meaning of 'habit' and 'conditiQning' where the 
meaning of a word is understood from how the hearer corresponds 
to it. (D) 'Functionalism' which is related to the British 
anthropologist Malinowski who insists that the concept of 'use' and 
'function' of customs, institutions and beliefs forms every unit of 
each culture. Contrary to some anthropologists, Malinowski 
includes the sociological heritage, social organisation and social 
structure in analyisng culture. The modern concept of 
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sociolinguistic functionalism led by Halliday concentrates on the 
communicative dimension of language. Contrary to Malinowski, 
Halliday's study of 'use' and 'function' perceives language as a mode 
of action based oil linguistic analysis of social context and situation 
through which language is used. (E) The concept of 'Semiotics'. 
Seiniotics, the study of signs, views words and sentences as not 
only the units of language that make communication or meaning, 
but also as generating and creating various types of signs which 
indicate something and regulate their interaction. In this respect tile 
concept of signs will be illustrated according to views of 
seinioticians such as De Saussure, Peirce and Barthes. Filially, a 
brief view of the Arabic language and culture and how the Islamic 
belief and discourse influence them will be discussed. . 
Chapter two will illustrate various approaches to cultural translation 
theoi-y. This will include a definition of translation and the kinds of 
translation which fluctuate between two extremes, i. e. free Vs 
literal translation. The keystone in any approach to translation is the 
word 'equivalence'. Dealing with the issue of equivalence, I will 
demonstrate questions related to translation equivalence, fornial 
equivalence, dynamic equivalence, criticism of the dynamic 
equivalence, and problems of equivalence. CQnditions fo r 
translation equivalence will be demonstrated with the'provisions of 
some examples suitable to the context of the argument. The role of 
language and culture in translation, cultural translation and cultural 
untranslatability which presents one of the most difficult tasks 
faced by translator will be under focus. I shall relate some of these 
approaches to the discussion of the translation of advert i senients in 
my final chapter. 
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The chapter will also shed light on the degree of translation loss, 
the literary translation as a source of problems, and differences 
between technical and literary translation. The notion of text 
typology will be given special attention and the relationship which 
exists between the kinds of translation and text-type will also be 
under focus. The issue of redundancy and ellipsis and their 
significance to translation theory will be tackled. Kinds of ineaning 
(connotative, denotative, situation, attitudinal, affective) will be 
discussed as they pose some difficulties in the process of the 
decoding and encoding operation done by the translator. Attention 
will also be given to the issue of implicit and explicit infonnation 
implied by the SLT producer and on how the translator inust be 
aware when these two kinds of information are encountered. 
Finally, I shall illustrate some problematic areas in cultural 
translation such as technical problems, religious problems, socio- 
cultural problems, socio-traditional problems, socio-political 
problems and problems related to social beliefs. These areas cause 
various difficulties in translation, particularly in cases where the 
two languages and cultures, ideologies and social behaviours are 
very distant from each other such as in the* case of Arabic and 
British English. Examples and translation suggestions of these 
problems will be provided. 
Chapter three will deal with the notion of intertextuality, i. e. the 
dependence of understanding one text on the text receiver's 
knowledge of another previous text(s). In this cliapter the 
definitions of intertext and intertextuality will be highlighted. The 
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relationship between the text and the text receiver and how the text 
takes the text receiver to another destination and guides him 
through some textual traces to that destination will be studied. The 
issue of mediation and how intertextuality is referred to in terms of 
the amount of mediation, the purpose behind the usage of 
intertextuality, intertextuality as seen to be of a rather motivated 
operation and the stages through which the text receiver goes in 
identifying the intertextual reference, tracing it to its original place, 
and interpreting it in the light of the new text will be brought to 
light. 
Intertextuality will be divided into two types, that is the actual and 
the virtual. In the actual intertextuality, the intertextual signal takes 
the text receiver to a specific text. The most known kinds of this 
intertextuality are quotations, allusions and intertextual irony, 
Virtual intertextuality, on the other hand, does not take the text 
receiver to a specific text but rather to a genre, a discourse or a text- 
type. In this chapter it will also be argued that intertextuality 
requires creativity on the part of the text producer in the process of 
creating the text and on the part of die text receiver in the process 
of interpreting the text. The receiver must be competent in order to 
be able to identify the intertextual signal, to know its original 
source and to interpret it. 
Finally, I shall demonstrate the issue of cultural intertextualty, the 
sources of which are detennined by different cultures, particularly 
in the case of Arabic and English. These include the various 
cultural sources referred to by the text producer in each culture and 
the difficulties they cause in the case of translation. Various 
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examples of intertextUality froin both Arabic and English will be 
discussed. 
Chapter four will give a comprehensive study of the meaning of 
advertising. This will cover its aims and objectives, which have to 
do with drawing attention to something, notifying or informing 
somebody about something. The chapter will also shed light on the 
types of advertising such as reason and tickle advertising, 
commercial consumer advertising, classified advertising, trade and 
technical advertising, prestige advertising, national advertising, 
government advertising, descriptive advertising, rerninder 
advertising and hard-sell and soft-sell advertising. In my data 
analysis I slialF only focus on the soft-sell type as it presents the 
most difficult information and structure to translate or standardise 
into Arabic. As soft-sell advertising depends so much on indirect 
methods such as appeals to emotion, persuasion, cultural 
intertextuality, sexual connotation and irony, it proves to be very 
difficult to translate. In this chapter, I will argue that the translation 
of this particular type of advertising cannot be successfully 
translated or standardised into Arabic and vice versa from because 
of the above implications it contains which are directed to the 
response of a perticular consumer audiences. 
The chapter will also include the role of advertising in a given 
society, style of advertising focusing on the English language, and 
standardisation of communication strategy. The latter will cover the 
function of advertising in both developed and developing 
economies, the obstacles facing standardisation strategy across 
cultures which are due to differences in market characteristics, 
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industry conditions, legal restrictions, the amount of modifications 
and (lie degree of adaptation to make advertising successful and 
acceptable in the target market. 
This chapter will also shed light on the development of sexual 
appeal in advertising, speech behaviour and its influence on how a 
language user wants to achieve effects over his receiver by 
choosing a particular utterance in a particular situation, persuasion 
in advertising and the various means and ways used by advertisers 
to sell their product, and the role of persuader- as humourist in 
advertising. The translation of hurnour in advertising, particularly 
in the English advertising, will be given special attention in chapter 
five. The issue of audience and the role of the translator as a 
mediator between different audiences will also be discussed. 
The chapter will also discuss the significance of the role of 
paralanguage in advertising which some times can be independent 
from linguistic implications and how these paralinguistic actions 
can cause considerable problems fo r companies organising 
international campaigns due to their different cultural connotations. 
The knowledge of music and its connotation in advertising which 
can have different interpretations and effect within pne society on 
different generations, age and sex will be brought to light. 
I sliall also attempt to provide some views of critics of the language 
of advertising who have accused advertisers of degrading the 
standard of the English language, grammar, vocabulary, and style 
for the sake of achieving the purpose of selling their products. I 
shall also discuss how advertisers Tesort to borrowing poems and 
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songs and how this proves to be a useful method to attract the 
attention of (lie text receiver in the field of advertising in both 
Arabic and English. The chapter will deal with the issue of puns in 
advertising which are deliberately used at word or phrase level in 
languages in order to make the text ambiguous, to grasp the 
attention of the text receiver or to make the advertisers' slogans 
memorable. The chapter will also touch upon the question of 
deviation in advertising which has always been an unsettled debate 
in the sense that people argue whether deviation from the normal 
conventions of a given language should be permissible or not. 
Finally, I will illustrate the notion of intra- and intertextuality in 
advertising. The former depends on the borrowing of a similar 
discoursal elements taken from a previous advertisement, while the 
latter depends on various discourse types. The issue of taboos in 
Arabic and English advertising will be discussed. Finally, a brief 
review of the Gricean theory of maxims and implicture will be 
given special attention. These maxims will be referred to in the 
analysis of various examples particularly whenever I encounter 
some humourous or ironical elements which usually violate Gricean 
maxims. 
Chapter five will be devoted to data analysis based . on different 
seiniotic and text linguistic criterias referred to in different parts of 
this thesis. In the first part of the chapter, I shall deal with various 
Englisli texts. The analysed texts will include some advertisements 
with reference to taboos, advertisements with untranslatabic 
cultural puns, advertisements with references to political events and 
Politicians, advert isements with various cultural translation 
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problems and advertisements with conceptual problems. In the 
second part, two Arabic texts will be discussed. The first will be an 
announcement issued by the government of Oman appealing to 
people to conserve water using religious reference and the second 
will be an advertisement with literary reference. 
While analysing both English and Arabic texts at the textual level, I 
shall only focus on sonic selected utterances which present 
particular cultural problems and differences, and I shall discuss the 
translation difficulties they present if they are to be standardised 
into Arabic and vice versa. Finally, the solution of localising 
advertisements will be adopted as opposed to standardising them. 
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CHAPIER ONE 
Litmture R* 
Introduction 
First of all, it is of great significance to mention the role of this 
chapter in our work- i. e. the translation of advertisements. As the 
work is concerned with cultural translation difficulties particularly in 
the field of advertising, I feel it is necessary to talk about the various 
approaches to the study of culture and language. 
Thus, I will first illustrate the role of culture and language as separate 
entities and the role they play in human society in general based on 
previous definitions which either see language as part of culture or 
vice versa. Secondly, I will illustrate the different views which 
maintain that culture and language are interrelated and as a result they 
reflect each other according to their usage and changes created by the 
needs of a society in which one cannot work without the impact of 
the other. Culture is seen as those liabits which humans have acquired 
and learned from their society. Hence, language is part of culture. On 
the other hand, linguists and ethnolinguists deal with language and 
culture; or language and the rest of culture; or the interrelationships 
between language and the rest of culture. The latter considers that 
language is almost as significant as culture and that languages borrow 
from one another as cultures do. 
In (lie following sections I will look at the different approaches to the 
notion of culture and language such as that of Sapir and Wborf which 
is usually represented as a combination of linguistic determinism. 
They believe "language determines human thought". As for 
Structuralism, on the other hand, the contemporary concept of 
structure sees the world as formed of relationships rather than things. 
In other words, structuralists concentrate on the 'synchronic' study of 
language as opposed to a 'diachronic' one. This notion considers 
language as a total sum of words. Each of these is accompanied by a 
separate meaning. Taken as a whole, these words exist within a 
diachronic or historical dimension making it subject to laws of change 
which are observable and recordable. In this chapter I will also deal 
with the theory of "Behaviourism" which depends so much on the 
psychological meaning of 'habit' and 'conditioning' in which for 
example, the meaning of a word depends on how the hearer responds 
to it. 
I will also include in this chapter the theory of functionalism, 
basically that of Malinowski and some others. The modem notion of 
sociolinguistic functionalism is different from that of the 
anthropological approach, as it focuses on the communicative 
dimension of language. Halliday's approach to theory of 'use; and 
'ftinction' is different from that of Malinowski who sees language as a 
mode of action. Halliday bases his linguistic analysis on the social 
context and situation in which language is used. 
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This chapter will also include the notion of 'Seiniotics' which deals 
with the study of signs. In this respect I will look into the concept of 
signs from the point of view of semioticians such as De Saussure, 
Peirce and Barthes. Finally, I will gave a brief view of the 'role of 
culture in the development of Arabic'. This section illustrates the 
significant influence of Islamic belief and Queanic discourse on the 
Arabic language and culture. This section also illustrates the 
significance role played by the Arabic language and the capability of 
this language in coping with the modern scientific technology. 
Derinitions Of Culture 
Culture has been looked upon and defined from a broad point of view. 
In the definition of culture, the classical definition concentrates on a 
number of cultural features such as social heritage, beliefs, customs, 
morals, tradition and language instead of defining it substantively. 
Culture makes up the acquired customs, habits, experience as well as 
the rules which distinguish one society from another . 
Tylor (Richards 1957: 16) gives a classical definition of culture. He 
argues that "culture or civilisation, taken in its wide ethnographic 
sense, is that complex whole which includes knowledge, beliefs, art, 
morals, law, customs, any other capabilities and habits acquired by 
man as a member of society. " In spite of Tylor's wide study of culture 
as a sort of complex whole, lie concentrates on the complexity rather 
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than the wholeness. Since Tylor's definition of culture, it has 
continued to be defined in a variety of differentways. 
Another significant contribution to the definition of culture is made by 
Kroeber and Kluckholin (1952: 43) who argue that "culture consists of 
patterns, explicit and implicit of and for behaviour acquired and 
transmitted by symbols constituting the distinctive achievement of 
human groups". Their contribution comes to surpass the then dominant 
idea which advocated that culture is learned behaviour. It shows that 
Tylor's definition should not be used, as Tylor used it, to describe a set 
of manners and traits but it should rather refer to a form of a pattem 
which is abstracted. 
Kroeber and Kluckhohn (Richards 1957: 21) argue that "the greatest 
advance in contemporary anthropological theory is probably the 
increasing recognition that there is something more to culture than 
artefacts, linguistic texts and lists of atomized traits. " 
In this respect, culture is not actually realised. as behaviour in all of its 
concrete completeness. Part of culture consists of norms or standards 
of behaviour. Another pail consists of ideologies justifying or 
rationalising some particular selected ways of behaviour. 
Kroeber and Kluckliolin are followed by others wbo concentrate on 
the definition of culture. Goodenough (1957: 176), for example, argues 
that 
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"culture is not a material phenomenon. It does not consist 
of things, behaviour or emotion. It is rather an organisation 
of these things. It is the form of things that people have in 
mind, their models for perceiving, relating and otherwise 
interpreting them. " 
White (1949: 165) maintains that "Concretely and specifically, culture 
is made up of tools, utensils, traditional babits, customs, sentiments, 
and ideas. " 
Huxley (1955: 10) considers culture as "the application by which 
anthropologists denote this central subject of their science" whereas 
Mite (1975: 5) maintains that "culture ... 
is this distinct and logically 
independent order of phenomenon". On the other hand Hudson 
(Lyons 1981: 302) states that 
11 ... culture may be described as socially acquired knowledge i. e. as the knowledge that someone has by virtue of his 
being a member of a particular society. " 
Talcott Parsons (1952: 15) argues "first, that culture is transmitted, it 
constitutes heritage or a social tradition; secondly, that it is learned, it 
is not a manifestation, in particular content, of man's genetic 
constitution; and third it is shared. Culture, that is, is on the otherhand 
a determinant of, say terms of human social interaction". Binford 
(1968: 323) sees culture as an adaptive system which maintains that 
"culture is all those means whose forms are not under 
direct genetic control ... which serve to adjust 
individuals 
and groups within their ecological communities". 
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The above definitions of culture are more or less the same, in the sense 
that they all see culture as that phenomenon which includes human 
behaviour 
, habits , beliefs, customs, etc. 
flallpike (1973) points out that Cross-Culturalists have paid more 
attention to the institutions of a society and less on the functions 
these institutions have within the society. He believes that although 
societies have in common some basic functions such as ecology, social 
control, education, etc., it becomes clear that once it is recognised that 
form and function are largely not associated in human society, despite 
the many universals, in institutions and functions, the way these are 
interrelated could vary to a great extent and could not be disentangled 
by a statistical procedure which involves the correlations of some 
variables. Murdock (11allpike 1973: 133), for example, argues that 
"these uniformities are (1) that culture is learned, and must 
obey the laws of learning which psychologists have now 
worked out in some detail, (2) that culture is social, and 
therefore all cultures should reveal certain similarities 
because they have all had to provide for societal survival, 
(3) that culture is ideational (conceptual) and will therefore 
reveal similarities derived from the universal laws 
governing the symbolic mental processes, (4) that culture 
always satisfies basic biological needs and secondary needs 
derived therefrom. Its elements tested habituaf techniques 
for gratifying human impulses in man's interaction with the 
external world of nature and fellow men, (5) culture is also 
adaptive to the environment, and the biological and 
psychological demands of the human organism, and 
integrative. " 
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Although this is true, Hallpike (1973) argues that these platitudes 
hardly amount to a theory of society, in that it focuses entirely intenns 
of 'culture' and not on 'society'. 
The notion of culture has also been defined by Hall, S (1981: 22) as 
"the study of relationship between elements in a wbole way of life". 
I le adds that 
"culture is not a practice; nor it is simply the descriptive 
sum of the ' mores and folkways' of societies -as it tended 
to become in certain kinds of anthropology. It is threaded 
through all social practices, and is the sum of their inter- 
relationship". 
One gathers from the above mentioned definitions of culture that 
although there have always been many contributions made to the study 
of culture from a wide perspective, there is a slight difference 
between them. Almost all of them deal with the conception of culture 
from the same social structure, way of life and human behaviour that 
is exercised by societies. 
Having looked at the different approaches to the notion of culture I 
will move now to the next section shedding light on the different 
definitions of language. 
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Language 
Language has a great role in both space and time and its dimension 
stretches from the past to the present and to the future . In fact, 
language is the main subsign of culture because it reflects and 
contains the knowledge of the nation, any nation, with all its inherited 
ideas, beliefs and values which constitute the shared bases of social 
action. Bloomfield (1933: 21) argues that 
"All languages were spoken through nearly all of their 
history by people who did not read or write; the languages 
of such peoples are just as stable, regular, and rich as the 
languages of literate nations. A language is the same no 
matter what system of writing may be used to record it, just 
as a person is the same no matter how you take his picture. " 
Bloch (1942) considers language as a system of arbitrary vocal 
symbols oil which a social group of people depend in co-operation. 
Their definition is opposite to Sapir's because it does not refer to the 
communicative function of language. Another who shares the view of 
Bloch is Casson (1981: 11) who views language also as a "symbolic 
meaning system". This notion of symbols is associated to a certain 
extent with the study of semiotics which studies signs of language and 
culture. This notion will be defined later in thischapter. 
Dufrenne ( Kaplan 1966: 2) argues that 
"Even if we take into account the lexical and grammatical 
similarities that exist between languages proceeding from a 
common hypothetical ancestor, the fact remains that the 
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verbal universe is divided into multiple sectors. Sapir, 
Whorf, and many others comparing the Indian languages 
with the Occidental languages, have underlined this 
diversity very forcefully. It seems, indeed, as if the 
arbitrary character of language, having been shown to be of 
comparatively little significance at the level of the elements 
of a language, reasserts itself quite definitely at the level of 
language taken as a whole. And if one admits that language 
represents a kind of destiny, so far as human thought is 
concerned, this diversity of language leads to a radical 
relativism. As Peirce said, if Aristotle had beep Mexican, 
his logic would have been different; and perhaps, by the 
same token, the whole of our philosophy and our science 
would have been different. 
The fact is that this diversity affects not only the languages, 
but also the cultures, that is to say the whole system of 
institutions that are tied to the language ... 
(and) language in 
its turn is the effect and the expression of a certain world 
view that is manifested in the culture. If there is causality, 
it is a reciprocal causality... 
The types of structures characteristic of a given culture 
would then, in each case, be particular modes of universal 
laws. They would define the Volksgeist... " 
The above view seems to be very extremist in its judgement with 
regard to logic. Kaplan (1966) believes that logic evolves out of 
culture and that it is not universal. The same applies to rhetoric which 
differs from culture to culture and even from time to time within a 
given culture. 
Spitzer (Kaplan 1966: 3) argues that: 
"Every language offers to its speakers a ready-made 
inlerpretalion of the world, truly a Weltanschauung, a 
metaphysical word-picture which, after having originated 
in the thinking of our ancestors, tends to impose itself ever 
a new on posterity. Take for instance a simple sentence 
such as 'I see him This means that the English and, I 
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inight say, Indo-European, presents the impressions inade 
on our sense predominantly as liuman activities, brought 
about by our will. But the Eskimos in Greenland say not 'I 
see Iiiin' but 'lie appears to me Thus the Indo-European 
speaker conceives as workings of his activities what the 
fatalistic Eskimo sees as events that happen to bim". 
Having seen the above views regarding the role of language and its 
diversity as defined by Dufrenne and Spitzer which actually vary from 
one human society to another, I will now offer another contribution to 
the study of language provided by the linguist Roger Fowler. Fowler 
(1986) disagrees with the anthropologist Edmund Leach who believes 
that language plays a very crucial part in establishing the systems of 
ideas or theories which human beings impose on the world. The whole 
categorisation relies on language. Fowler also disagrees with Sapir and 
Whorrs hypotheses which suggest that culture reflects itself through 
language. fie believes that the objective realities i. e. the social and 
natural structure reflect themselves in language. 
Fowler believes that language is a major part of social process and 
that its role is a highly efficient medium in coding die social 
categories. lie sees that the role of language is not only to provide 
vocabularies for a concept that already exists or to express the 
distinctions which a culture requires to make, but also to crystallise 
and stabilise ideas in a given society. 
Fowler (1986: 21) claims that lie does not "take the language and ideas 
of a culture to be 'what every one knows'... the culture and the language 
are fields of knowledge greater than the experience of any individual. " 
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As we live in different societies this has two consequences. First, as 
individuals, we are bom into, and socialised into the experiences of a 
certain section of society; factors which have to do with our positions 
including parents' occupation and income, profession, education, etc. 
Consequently each individual in his/her own language encodes 
knowledge which is alien to the other groups. Such a difference in 
language and knowledge appears very clearly, especially when people 
who belong to different generations, or geographical areas, or sex or 
occupations communicate. 
Second, the situations where commun i cation takes place differ very 
inuch and consequently bring different modes of language and 
thought. This variation ranges from the highly ritualised speech of 
religious occasions to the very loose and free conversation of 
intimates. 
From the definitions of culture and language, one concludes that 
culture makes up the acquired customs, habits, experiences and rules 
which distinguish one s ociety from the another. Language is an area in 
which all these differences are very evident. Since the world at the 
present time depends heavily on mass communications, the media 
plays a major role in shaping our beliefs, behaviour and habits as 
listeners and readers. 
In the next section I shall deal with the different points of view 
regarding the study of culture and language together, discussing the 
debate concerning their definitions. 
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Language & Culture 
For' quite some time, the debate concerning culture and language has 
been extremely unsettled. On the one hand, some anthropologists see 
language as a part of the whole culture and serving only as a means 
of transmitting that culture. This means that a speech cannot be 
correctly understood unless it is seen as a symbol of cultural 
phenomena. In other words, culture is considered to be those habits 
which human beings acquire and learn from their society. Hence, 
language is 'part of culture. On the other hand, linguists and 
ethnolinguists deal with language and culture, or language and the rest 
of culture, or the interrelationships between language and the rest of 
culture. The latter considers that language is almost as important as 
culture and that languages borrow from one another as cultures do. 
It is not rare to see people sharing similar cultures while speaking 
different languages and vice versa. The case of the Muslims is a good 
example here. Muslim countries share the Islamic culture, but they 
speak different languages. Even within the Arab world which belongs 
to the same culture and language we still find different social beliefs, 
i. e. what is acceptable in one country is not necessarily so in another. 
This results from the different social backgrounds and organisations 
which distinguish one society from another. Such distinctions are not 
only applicable in different countries but also within one and the saine 
country. Each region or society has some social babits or customs that 
distinguish it from its neighbours, let alone cases where countries 
25 
which belong to a completely different culture, language, religion, 
nature, habits, social organisation, behaviour and race are compared. 
These distinctions help and encourage people to learn about each other 
and recognise these different traits. In spite of all these differences 
traits, people still communicate, though with some difficulties, and 
their communication is not made through culture or habits or customs 
or social organisation but rather through language which enables 
people to learn about each other. 
Both culture and nature have, to some extent, an impact on language 
and therefore human beings are affected by the three of them. Inother 
words, to appreciate the richness of language one must know its nature 
and culture; the same thing applies to culture and nature. They all have 
an impact on each other. New words are coined when a new concept 
appears in a given culture. Culture and language are both exposed to 
change and development from time to time. These changes are dictated 
by human demands and requirements consciously or unconsciously. It 
is human beings who develop culture and language according to space 
and time. 
In this section, I shall deal with the debate concerning culture and 
language. The questions of whether language is part of culture, 
whether both language and culture are interrelated or separated from 
each other will be considered. 
Voegelin (1949) considers that language is not a part of culture and 
that it should rather be studied separately from culture. He (Ibid: 36) 
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argues that "A culiure )Phole is to etlinology what a single natural 
language is to linguistics. " In other words, Voegelin argues that culture 
and language should be studied independently. Ile considers that, on 
the one hand, the conception of including a language as a part of 
culture is "debatable" and that, on the other hand, treating the methods 
of analysing language and culture as the same or closely similar is 
absolutely wrong. He further argues (Ibid. ) that: 
"it is obvious that one does not find culture in a limbo, 
since all human communities consist of human animals 
which talk; but culture can be, and as a matter of fact, is 
characteristically studied in a considerable isolation; so 
also in even greater isolation, the human animal is studied 
in physical anthropology, and not whal the human animal 
talks about, but rather the s1ruclure of his talks is studiedin 
linguistics. What lie talks about is called (by philosophers 
and semanticists) meaning; but for most anthropologists 
what lie talks about iscullure". 
Voegelin (lbid: 37) criticises Opler for his theme notion where the 
latter defines culture as "... what the investigation of its carriers by the 
anthropologist proves it to be and not what informants think it is or 
ought to be. " 
Voegelin (lbid. 38) also criticises Kluckhohn's conception of "covert 
culture" which is, according to the latter "... the frontiers being pushed 
back so rapidly as in that of structural analysis... cultures have 
organisation as well as content. " Voegelin believes that the structure 
and organisation provided by Kluckhohn do not talk about tenns used 
in different cultures, but rather of tenninology brought by other 
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anthropologists Which Kluckholin designates as an articulate 
tenninology as opposed to inarticulate tenns used by individuals. 
Voegelin (lbid: 38-9) criticises Kluckhohn's dichotomy of patterning 
which is (1) ideal, that is "... rules, mores, formal organisaflon, modes 
oj* standards, regulative, sanclioned, or regulalory pallern, ulopian 
pallern... " and (2) behavioural patterns, that is "... praclices, folkways, 
hijbrinal organisalion, modes of conducl. regular, [aclual or regular 
pallunil, lunexpecled pallern]" claiming that (lbid: 39) : 
"it is explicitly denied that this dualism means any 
opposition between (1) words and (2) non-verbal acts. It is 
said that many ethnographies are devoted to side (1) of 
cultures being investigated, to the exclusion of side (2); tile 
administrator asks to see side (2) to the exclusion of side 
(0. to 
Voegelin points out that Kluckholin and Opler did not only advance 
culture theory, but also that each of thern relates his study to those 
who came before him. In other words, while Opler inclines towards 
the Sociological approach, Kluckhohn leans towards the psychological 
approach. 
In reply to Voegelin (Voegelinl949: 42), Opler accuses Voegelin of 
misinterp reting his work when he says that "... it iss not what the 
carriers of a given culture say that constitutes culture; culture is 
defined as what anihropologisis, say rather than what informants 
living in the culture say it is or ought to be. " Opler (Ibid. ) also accuses 
Voegelin of mistranslating his statement, "a culture is what the 
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investigation of its carriers proves it to be" into "culture is what 
anthropologists say" and his words, "not what informants think it is" 
into "what the carriers of a given culture say" claiming that this makes 
him, that is Opler, actually appear as if he sees a sort of conflict 
between the unsupported word of the anthropologist and the testimony 
of (lie members of the society. Opler denies Voegelin's claim that the 
importance of what carriers of a culture say helped Opler to some 
extent in the formulation of his thenie. 
In order to clear his position, Opler (Voegelin 1949: 43) argues that "a 
culture is what the investigation of its carriers by the anthropologist 
proves it to be. " This is because Opler believes that the anti iropol ogi sts 
are very well trained and that they conduct an adequate study by using 
the best methods of their discipline in studying the culture of a given 
society. Opler (ibid. ) also argues that his belief that the definition and 
the interpretation of culture is best provided by an anthropologist does 
not mean that lie considers the testimony of carriers of the culture as 
being unimportant. He believes that language is a form of cultural 
activity while Voegelin does not. In this Opler gives more attention 
and importance to what informants say than Voegelin actually does. 
Ilockett (1980) who shares the saine view as that of . 
Opler, criticises 
Voegelin's "debatable" position regarding the claim that language is a 
part of culture. Ile argues that language is a part of culture because 
culture is those habits which human beings acquire through learning 
from other human beings. To demonstrate this idea, he gives the 
example of the baby who is brought up in an environment that is not 
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his original one with the result that lie speaks the language of the new 
and not the original environment. 
The view of Tylor, Opler and Hokett who believe language is part of 
culture is shared by Ivir (1975: 208) who maintains that "Language is a 
part of culture and, therefore, translation ftorn one language to another 
cannot be done adequately without a knowledge of the two cultures as 
well as the two language structures. " 
Others like Bloomfield (1933: 119) maintain that "Every language 
serves as (lie bearer of a culture. " Wissler (1923: 19-20), on the other 
hand argues that "Differences in language have no certain significance 
in the distribution of culture". Culture has also been defined by 
Kaplan (1967) as being composed of patterned and interrelated 
traditions which are transmitted over time and space by mechanisms 
which are non-biological and which are based on the human being's 
uniquely developed linguistic as well as non-linguistic capabilities. 
Anotlicr significant contribution to the study of culture and language 
which is different from that which includes language as a part of 
culture has been made by the linguist Harry Hoijcr (1948), who 
conducted experimental studies on the languages of some groups of 
people in North America . Hoijer does not agree with Tylor's approach 
to culture where lie, i. e. Tylor, advocates that language is a part of 
culture. I-loijer (1948: 335) argues that 
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"Despite Tylor's inclusion of language in-the total fabric of 
culture, we often find the two contrasted in such a way as 
to imply that there is little in common between them. Thus, 
anthropologists frequently make the point that peoples 
sharing substantially the same culture speak languages 
belonging to disparate stocks, and, contrariwise, that 
peoples whose languages are related may have very 
different culture. " 
Iloijer continues his argument to show whether language is part of 
culture or whether the two are combined together in the sense that 
each of them complements the other. fie (Ibid. ) argues that "The fact 
that linguistic and culture areas do not often coincide in no way denies 
the proposition that language is part and parcel of the cultural 
tradition". Cultural areas result from the fact that some traits of culture 
could be easily borrowed by one given group of people from 
neighbouring groups. This means that the similarities in a given culture 
which mark societies which are in the same culture area come about as 
a result of contact and borrowing, and are restricted to those features 
of culture which can be easily transmitted from one society to another. 
This, in a way, shows that Hoijer believes that every culture is subject 
to borrowing or being influenced by other cultures. Therefore, 
cultures may have some similarities between them. 
lloijer also has another view regarding the relationship between 
language and culture. lie believes that language areas belong to 
different regions which are occupied by peoples who speak cognate 
languages. The similarities in language between such peoples are not 
only caused by factors such as contact and borrowing but also caused 
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by the common linguistic tradition. Thus, traits of language are not 
readily borrowed and we should not expect to find linguistic traits 
among those cultural features shared by peoples in the saine culture 
area. 
What floijer argues is that language and the other traits of culture are 
closely interrelated in such a way that no part of culture of any 
particular group can be studied properly without referring to the 
linguistic symbols which are in use. In other words, in order to make a 
precise determination of the natural relations of social organisation, 
the complex of cultural traits which rules the relations of individuals 
and groups in human society, it is always important to analyse not 
only the meanings, but, more often than not, the grammatical form of 
the terms used to symbolise intra-group relationship as well. 
lloijer also studies Saussure's concept of descriptive studies of 
language. Fle believes that the discussions of a culture in which 
language is described are very deeply imbedded. Ile also argues that 
linguistics, as a science of language, should not be taken as the only 
means of description. Setting up scientific generalisations or laws is 
rather an important first step to make. But , in order to understand and 
to be able to inake general isati ons on linguistic changes, one must see 
it as a part of the wide process of cultural change. This results form 
the fact that descriptive methods of language have gained an 
objectivity and a precision far beyond those resulting from other 
sciences of culture. Hence, its contributions to the problem of cultural 
change should be more significant than is really the case. floijer 
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believes such a lack results, to sorne degree, from the fact that 
linguists have been focusing on language alone and ignoring the 
problern which actually determines the role of language in the whole 
given culture. 
Until recently, the study of culture carried out by anthropologists was 
based only on specific aspects of culture rather than on the problem 
of cultural integration, which led some of those keen on cultural 
history to come out with the conclusion that culture is simply an 
assemblage of traits which are held together only by the chance of 
existence in the same society at the same time. This view, as floijer 
argues, makes the study of cultural change rather like a history of 
linguistics, a record of the results of change and not the study of the 
factors responsible for that change. 
Hoijer's main point is that there is an obvious relation which exists 
between the semantic changes and the cultural ones. He (1948: 340) 
argues that: 
"As people acquire, by invention or borrowing, cultural 
innovations of any sort, there are inevitably additions to 
their vocabulary. In some cases, especially when the 
cultural innovations come by diffusions, the linguistic 
additions consist of borrowed terms, often takdn from the 
same sources as die borrowed cultural items. Though in 
most cases such borrowed forms take on the phonemic and 
grammatical peculiarities of the language which receives 
them, it not infrequently happens that the borrowings alter 
both the phonemic and the grammatical patterns of the 
receiving language. This has apparently happened in 
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English, where both phonemic and grammatical patterns 
have'been affected by borrowing from French". 
Casagrande (1954) has a similar view to that of Hoijer. He bases his 
study on the American Indian languages. Casagrande (lbid: 140) argues 
that: 
"Language may be viewed both as a part of culture and as 
an index to culture. As a learned system of symbolic vocal 
skills language is a part of the social heritage comparable to 
the technique of making a parileclie, the Sun Dance, or 
joking with one's brother-in-law, and as such it is similarly 
affected by the psychological and sociological processes of 
culture dynamics. " 
Ile argues that linguistic change is an inseparable pail of the total 
acculturation that takes place when cultures come into contact. Such 
changes could range from very slight to radical alterations in the form 
or in the content of a given language, through the formation of 
different Pidgin dialects or trade jargons, to the absolute suppression 
of a given language by a dominanttongue. 
lie also argues that language, in its purely formal aspects, could be 
seen as separated from culture. Because of the genetic relationship we 
say that, for example, Comanche and the Shoshone speak the same 
language or that the Kwakuitl and the Zuni share a sirpilar cultures but 
speak different languages. 
Casagrande (1954: 40-41) believes that 
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to as a symbolic index to culture a language inevitably 
reflects the content of the culture it serves. Vocabulary 
changes go on pari passu with changes in the other 
spheres of culture: new objects and ideas, the products of 
acculturation, must be named if they are to be incorporated 
into a culture. From this point of view, it seems fruitful to 
consider linguistic change as part of a broader process of 
cultural change. " 
Iloranyi (1975) believes that culture is considered as a way of life 
which follows rules and patterns that are accepted and ratified by a 
given community and society. He (ibid: 265) states: "Culture means 
forms of praxis connected in space and time, kinds of praxis 
objectivated in practice. " This praxis lias, naturally, many important 
consequences for the environment as well as for the individual. 
Ile (lbid: 265-6) argues that 
"Culture is also a system of information... and it can be 
rightfully comprehended as a code or serniotic system 
which, according to Lotman directs, leads or generates the 
praxis of being a text ( Lotman calls this the culture of 
grammars) ... A sign system is not only the composer of information and cultural contents but also the active 
ýparticipant of knowledge, of 'becoming aware of the world for ourselves.... We see culture as a progression, a changing 
phenomenon. Change and historicism are surely the most important features of culture. But let us not seek reasons 
for change in general rooted in the praxis; rather we must 
direct our attention to some reasons for an inner 'self 
developing' change. " 
floranyi (lbid: 278) concludes that 
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culture is considered a system of information 
objectivated by sign systems, then the first condition of 
culture change will be the aptitude of objectivating sign 
systems for self-reflection; for the qualification and 
explication of a text given (composed) by itself for this 
self-reflection keeps moving culture, develops it and 
changes it from inside. " 
lloranyi's definition is almost similar to that of Hoijer, although his 
views are based on the serniotic conception which deals with culture 
and language from the perspective of signs and codes. As by now one 
must have noticed that in the previous three sections I have illustrated 
the definition of culture, language and culture and language. Since 
translation involves two languages mid the problems of transmission 
lies in their cultures, I believe the above and the following approaches 
have some significance in translation practice. 
In the following section I will, therefore, demonstrate the Sapir-Whorf 
approach to the study of language and culture and their position with 
regard to the interrelationship between language and culture. 
Sapir-Whorf Approach 
This approach started with the American linguists anil anthropologists 
Edward Sapir (1884-1939) and Benjamin Lee Whorf (1897-1941). The 
Sapir-Whorf approach is usually represented as a combination of 
linguistic detenninisin, where language determines thought, and 
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linguistic, where there is no limitation to the structural diversity of 
language. 
At this stage I will concentrate on Sapir's notion mid then later on I 
will combine Sapir and VAiorrs theories together. In his approach to 
culture, Sapir focuses on the term 'culture' and empliasises the 
spiritual possessions of the group. He (Mandelbaum 1949) argues that 
the cultural conception lie advocates includes general attitudes, views 
of life and certain manifestations of civilisation which give a certain 
group of people a sort of distinctive place in the world. In this respect 
culture becomes for Sapir almost synonymous with the spirit or 
genius of human beings. 
As far as the relationship between language and culture is concerned, 
Sapir (1921: 29) believes that "language does not exist apart from 
culture, that is, from the socially inherited assemblage of practices 
and beliefs that detennines the texture of our lives. " Sapir continues to 
hold this belief and to express it more clearly in his late writings. He 
(Mandelbaum 1949: 29) states that: 
"The important thing to hold on to is that a particular 
language tends to become the fitting expression of self- 
conscious nationality and that such group will construct for 
itself, in spite of all that the physical anthropologist can do, 
a race to which is to be attributed the mystic power of 
creating a language and a culture as twin expressions of its 
psychic peculiarities". 
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Ile ( lbid 1949) argues that language forms a significant means of 
expression and communication between people. Sapir believes that 
language was the first tool to receive a sort of highly developed form 
and that language's essential perfection is considered to be a 
prerequisite to the development of culture as a whole. 
For Sapir, the cultural significance of linguistic fonns is not so simple 
as to be realised on the surface. In other words, it lies on alevelthatis 
much more subinerged than the overt one of the definite cultural 
pattem. 
Ile ( lbid 1949: 10) believes that 
"language is felt to be a perfect symbolic system, in a 
perfectly homogeneous medium, for the handling of all 
references and meanings that a given culture is capable of, 
whether these be in the form of actual communications or 
in that of such ideal substitutes of communication as 
thinking". 
In supporting such an argument Sapir sees that when a language assumes its 
form this can very easily find concepts for its speakers which in fact are not 
rooted to the already given quality of experience itself, but which should be 
interpreted to a great degree as the projection of potential jneanings onto the 
raw material of experience. Sapir's example of this notion is that if a man has 
never seen more than one elephant during his life, and starts very confidently 
talking about five elephants or millions of elephants, then it is clear that 
language has the ability to analyse humans' experiences into a theoretically 
dissociable elements and to create, in the words of Sapir (Ibid 1949: 10) 
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"that world of the potential intergrading with the actual 
which enables hunian beings to transcend the immediately 
given in their individual experiences and to join in a larger 
common understanding. This common understanding 
constitutes culture, which cannot be adequately defined by 
a description of those inore colorful patterns of behavior in 
society which lie open to observation. " 
In other words, language is able to stimulate not only the above 
mentioned example but in a sense that its forms predetermine for its 
users some particular modes of observation as well as interpretation. 
Sapir believes that the case is very rare where we are able to point out 
how a cultural trait has had some influence on the fundamental 
structure of a given language. To a certain degree, such a lack of 
correspondence might be caused by the fact that linguistic changes do 
not take place at the same rate of most cultural changes which are, in 
fact, more rapid. 
Sapir argues that the content of every culture could be expressed in its 
language and that, in his words (Ibid 1949: 10), "... there are no 
linguistic materials whether as to content or form which are not felt to 
symbolise actual meanings, whatever may be the attitude of those who 
belong to other cultures". lie adds that new cultural -experiences, on a 
frequent basis, - make it necessary to expand language resources, but 
thi, s kind of expansion is never an arbitrary addition to the already 
present materials and forms. What happens is that the principles 
already in use are further applied and, in a lot of cases, are little more 
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1han a metaphorical extension of the old tenns and ineanings of a 
given language. 
In his writings Sapir explains how important language is for the 
definition, expression and transmission of culture. lie also shows how 
relevant the linguistic details, in content as well as in form, are for the 
deep , understanding of culture. He (1921) argues that there is always a 
necessity of communication between neighbouring peoples. This 
results in these neighbouring peoples having a sort of linguistic 
interfluence. This interfluence, however, could act in one direction in 
the ý case where one of the languages is looked upon as a centre of 
culture. In that case, this language is naturally far more likely to bavea 
strong influence on the other. 
Sapir argues that for a person in order to understand or to appreciate 
nature for example, he/s should know or master the names of flowers 
and , trees. Thus, those people who are interested in nature would not 
be ýable to feel that they are in touch with it unless they know all of its 
tenninologies. This continuous interplay between language and 
experience removes language from the cold status of a pure and simple 
symbolic system. 
Sapir (Ibid 1949) maintains that language use in cultural accumulation 
as well as in historical transmission is clear and of great importance. 
This applies to sophisticated as well as to primitive levels. A very 
considerable deal of the cultural stock in trade of a society that is 
primitive is presented in what we can call a well defined linguistic 
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forni. Proverbs, for example, are one of the overt forms which are 
taken ý by language as culture-preserving instruments. The pragmatic 
ideal, of education, whose goal is to reduce the influence of 
standardised lore to the minimum degree and to have the individuals 
obtaining education through a sort of direct contact with the real 
environment surrounding them, is definitely not carried out in 
primitive societies where people are word-bound. Modem civilisation 
in general would appear to be unthinkable without language being 
fixed in written documents. The difference between high and low 
cultures takes place on the level of the outward form and content of 
cultures rather than on the level of psychological relations between 
individuals and their culture. 
Sapir focuses on the significance of vocabularies which lie believes 
form a very crucial index of the culture of people;, and changes of 
meanings, where the loss of old words, the coining and borrowing of 
new ones all depend on the history of culture itself. lie argues that 
languages differ to a large extent in the nature of their vocabularies. As 
at matter of fact, the distinctions of vocabularies do not only take place 
at the level of the names of cultural objects such as "arrow points, coat 
of armour or gunboat", but go beyond that. Sapir's example is that 
some languages would find it difficult to differentiate between "to kill" 
and "to murder", simply because of the legal philosophy detennining 
_the 
use of such vocabularies does not seem to be natural to all 
societies. 
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Sapir also talks about the problems of the relationship of language to 
nationalism as well as to internationalism which pose some 
sociological difficulties. lie believes that anthropology makes a harsh 
differentiation between etlinic units which are based on race, culture, 
and language. lie (lbid1949: 29) argues that 
-"The important thing to hold on to is that a particular race 
tends to become the fitting expression of a self conscious 
nationality and that such a group will construct for itself, in 
spite of all that the physical anthropologist can do, a race to 
w hich is to be attributed to the mystic power of creating a 
language and a culture as twin expressions of its psychic 
peculiarities. " 
SapirY (Ibid 1949) sees that although language differences have always 
been -, signs of cultural differences, it is only recently, with the 
development of the ideal of the sovereign nation and with the strong 
will to discover linguistic signs for this sort of ideal of -sovereignty, 
(fiat' language differences started to take on an implication of 
antagonism. Ile does not seem to be convinced by the idea that 
language differences are the cause of national antagonism. He rather 
argues.: that when a political and national unit forms, it uses a 
prevailing. language as a sign of its identity. At that time, the feeling 
that every language ought to be the expression of a distinctive 
nationality gradually emerges. 
Sapir's 'views about the relationship between language and culture 
within , ethnic and linguistic group have been considered by other 
theorists. Ilatim & Mason (1990: 29) consider that: 
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"... language is the inould of thought, so that our ways of 
thinking and conceptualising are deteimined by the 
language we speak. In its strongest fonn, this linguistic 
determinism would suggest that we are, in fact, prisoners of 
the language we speak and incapable of conceptualising in 
categories other than those of our native tongue. " 
Whorf (Al-Bustan 1993) shares the same views as Sapir. His work 
was, generally speaking, based on the Hopi Indian tribe. Although 
Whorf does not believe that there is any correlation between language 
and culture, the Whorflan, approach maintains the appreciation of the 
importance of culture to translation in the sense that the native 
s peaker , S, language reflects native culture. Whorf argues (Al-Bustan 
1993: 73) that "every language is a vast pattern system different frorn 
others, ' in which are culturally ordained the fonn and categories. " 
I 
The views of Sapir and Wborf are, to some extent, reflected in the 
writings of Watkings (Al-Bustan 1993: 73) who argues that "language 
is intimately linked to culture in complex fusion; it is at once the 
expression of culture and a part of it. Language is a social fact; 
languages are not expressed in a vacuum, but by human beings living 
in a society". 
Structuralism 
Hav . ing - seen the Sapir-Whorf approach which has been criticised by 
some anthropologists and linguists for its somewhat extreme position 
whi ch considers that language moulds our thought, I will now move to 
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the structuralist approach which is rather scientific, although it was 
developed almost at the same time as that of Sapir-Wborf *ro a large 
extent, , structuralism relies 
for its study of language on what is called 
0 synclironic and diachronic'. In other words, it relates the meaning of a 
word to those words preceding it or after it. In so doing, it involves the 
recognition of the present structural properties of a language as well as 
its historical dimension. As far as translation is concerned, 
structuralism helps the translator to locate the meaning of a word from 
its contextual situation as well as from it structural level. 
The Italian Jurist Griambattista Vico was one of the first theorists to 
write about (lie science of human society. Vico (Ilawkes 1977) argues 
that there should be a mental language in the nature of human 
institutions. This language should be common to all nations in the 
sense that it uniformly grasps the substance of things which are likely 
to be in human social life and expresses this substance with as many 
different 
, modifications as these same things could have different 
aspects. ý Such a mental language expresses itself as human being's 
universal capability, not only to formulate structures, but also to make 
a sort of submission of his own nature and to the requirements of their 
structuring. 
The contemporary concept of structure sees the world as formed of 
relationships rather than things. In this notion, it is claimed that the 
nature, of any entity in any certain situation does not have any 
importance by itself, it is rath er determined by its relationship to the 
other entities involved in that situation. The whole importance of any 
44 
individual entity or experience is, in that case, is not perceived on its 
own bw as an integrated system within the structure of wbich it 
constitutes a part. 
This, new notion was laid down by the Swiss linguist Ferdinand de 
Saussure (Kress 1976) who is considered to be the founder of 
contemporary structuralism. Saussure's contribution to the study of 
language is based on the fact that lie rejects the substantive view of die 
subject in favour of one of relation. fie focuses on the significance of 
the synchronic study of language as opposed to the diachronic one. 
Tliis,. study of language is seen by structuralists as a crucial move 
because it involves the recognition of the present structural properties 
of language as well as its historical dimension. 
Piaget , (I lawkes 1977) argues that language is self-defining and 
complete. It has the power to generate new aspects of itself, i. e. new 
sentences, in response to new experiences. Language is also self- 
regulating. it has these capabilities because it does not allow any 
single, unitary appeal to a reality that exists beyond itself It ultimately 
forms 
' 
its own reality. This means that language is a supreme instance 
of self-contained relational structure where the forming parts would 
have -ý no importance without their being integrated within its 
boundaries. In this respect, Saussure argues that language is a sort of a 
system of inter-dependent terms where the importance of each term 
resulW only from the simultaneous presence of the accompanying 
other , terms. 
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It has been argued that the mode of language is fundamentally one of 
sequential movement through time. Consequently, each individual 
word. will have a sort of horizontal relationship with those words 
which come before and after it. In that case, a very good deal of this 
word's, capability to mean various things actually comes from this 
pattern of positioning. For example, in a sentence such as "the man 
kicked the boy", the meaning unfolds as each word comes after the 
other and will not be complete until the last word takes its position. 
Saussure was very much influenced by this traditional method which 
believes that the world is made tip of independent existing objects 
which ' seem to have particular objective observation and 
classifications. From a linguistic point of view, this notion considers 
language as a total sum of words. Each of these words has a separate 
meaning., Taken as a whole, these words exist within a diachronic or 
historical dimension making it subject to laws of change which are 
observable and recordable. 
As a reaction against the historical preoccupations of linguistics which 
took -placp in the nineteenth century, Saussure (Kress 1976) has 
focused on linguistics that is away from change through time and 
toward a concept that lie called elat de langme. The linguist has the 
twofold task of describing this elai and developing the methodology 
for doing so in a way that is akin to that of natural sciences. This elal 
is seen by Saussure as an independent, discrete, and static entity as far 
as any user of the langue is concerned. In other words, the individual 
user Of langue acquires his langue from the community surrounding 
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him. Langite is a property of this community. Thus, latigite exists 
outside 'the individual who is not able to create or to modify it by 
Iiiinself. 
Saussure considers this as something social and not individual. As a 
matter "of fact, neither language nor linguistic signs is abstraction 
though both are basically psychological. 
Saussure (Kress 1976) predicted the fact that linguistics would be 
subsumed under the general science of signs, that is serniology, 
although language was the paradigm case of a serniological system 
where both problems and could be sorted out. In that case, linguistics 
would be subject to the general laws that are applicable to serniology. 
On the other hand, statements regarding both the formal and the 
substantial structure of language would have general validity in the 
study of systems of other signs. 
Kress (1976: 87) argues that 
"... linguistics, following Saussure saw as its object a 
discrete entity, set off clearly from other plienomena; static, 
not in process; real, not abstract and certainly not the 
fiction of an analyst; social, not individual; langue as 
against parole, which was subject to the speaker's wilful, 
and contextually detennined uses. Thus the conception of 
the entity, and the mediods developed for describing it, 
were intimately linked. " 
Syntagm , and paradigm are the two crucial notions pointed out by 
Saussure. The relationships that exist between one item and other 
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iteins - which are not present in the entity are paradigmatic. Syntagmatic 
relations are those relations which exist between one itern and other 
iten's which do exist in the sameentity. 
Following Saussure, the concept of structuralism was later dealt with 
by Edward Sapir (see Sapir-Whorf section), the American descriptive 
linguist. Sapir's work is seen by the Americans as a sort of 
breakthrough since it considers that language works by means of some 
kind of inherent structuring principle and that it simply overrides the 
objective observations and expectations of the non native speaker of 
that-I language, who actually listens from the outside. Sapir also 
discovered that the phonetic differences between two sounds only 
become ý meaningful to the native speaker of a given language when 
they. areý parallel with the plionemic structure of the language where it 
occurs.,,:, 
Later--on,, Bloomfield (al-Waer 1988) was the first American linguist 
to make linguistics an independent scientific study. To many linguists, 
Bloomfield was the comer stone of structuralism. His approach to the i- 
study of linguistics was an empirical one caffied out on an inductive 
basis 
, 
by collecting and describing language materials. He was very 
much influenced by behaviourism, to the degree that -lie considered it 
to be the only way to study the semantics of language. 
Levi-Strauss (Kress 1976) has been as important as Saussure to the 
developmýnt of structuralism. In Levi-Strauss' study of structure, 
different structures were contrasted but dealt with as transforms of 
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each other, so that the focus was on die structural logical similarity 
and 
, 
not really on the paradigmatic contrast. Ile (Kress 1976: 87) argues 
Ihat:, 
"On the Motlav-mota-Aurora system, the relevant term in 
the first opposition is birth. In the Lifu-Ulawa Malaita 
system it is death. All the terms in the other opposition are 
similarly reversed ... the two systems are the therefore 
in 
the position of exact opposites within the same group. " 
Levi-strauss speaks of realities in the process of change, and his view 
of the connection of myths also implies transformation, a process. 
However, what lie considers are not the processes, but the states 
resulting from the processes. lie too regards the individual as 
separated, from and unable to influence the underlying structure of the 
myth, which lie receives passively from the society whose property it 
is- immutably. It is therefore only by abandoning this disabling 
methodological/ideological limitation to the stable structure that we 
see the two basic fonns of structure: 
: "the structure in which the individual is potentially the 
producer and the consumer, the intransitive type (folk 
culture, Indian organization of inyth, language, etc. ); or on 
the other hand, the structure in which the generative 
categories are within the producer, but not within the 
constuner. " 
Kress (1976: 104) 
Kress '. (1976) believes that the majority of structural description 
focuses on the syntagmatic dimension of structure. This is because a 
structuralist analysis could only be applicable to an entity that is 
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defined as an entity. In other words, the assumption that there are 
discrete entities and that the problem of establishing them, is a minor 
problem should be made by all structuralists. This means that once a 
given entity is obviously partitioned off from other phenomena, then it 
seems that we have one task that is describing the internal relations of 
[his entity only. As a matter of fact, this is a serious shortcoming in 
structuralism analyses because, in the words of Kress (1976: 89), 
"... in order to be able to enumerate items, state relations 
between them, establish their syntagmatic and paradigmatic 
values, in short, to display the structure, one has to proceed 
as though the object contracted no external relations. This 
gives to many structural analyses their peculiarly formal 
and sterile feel: it is difficult to link statements about a 
structure outwards. Saussure's dictum against the study of 
context has remained... with structuralist analysis: 
"Language must... be studied in itself. " lie had wanted to 
focus on those aspects of language which were not 
voluntary, which in some way always elude the individual 
will ...... in an attempt to discover general laws, beyond the 
influence of the individual. " 
Paradigmatic relations have been very often used to specify the 
importance of items in a given structure, or the importance of the 
structure itself in the context of given larger structures. The example 
that Kress (1976: 88) gives for the latter case is considering the 
meaning of "popular culture" by showing the terms. with which it 
could be contrasted 
II ... with popular culture in the structure "culture": "high 
culture", "folkculture", "subculture", "mass-culture", 
11 counter culture". The value of the term popular culture is 
thus a function of its contrast with terms in the same 
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paradigm. As far as the value of an item within a structure 
is concerned, again a paradigmatic contrast is establislied. " 
The difference between what is known as deep structure vs. surface 
structure is that the deep structure is much nearer to the semantic 
structure of which the surface structure is an expression. In other 
words, the deep structure is the pragmatic meaning which can be 
understood from the semantic level as well as from text, context and 
the situation as a whole. The surface structure, on the other hand, is 
that first meaning taken on the semantic level without paying attention 
to its metalingual or pragmatic meaning. 
Kress (1976: 96) argues that 
"... the object to be explained tunis out not to be the 
(surface) structure. The latter stands in a relation of 
relization to a level of underlying structure, and there we 
find configurations of features of significance of different 
kinds: conceptual, social, psychological, cultural, 
depending on the entity whose structure we are 
investigating. This then is the real object of allention. 
Structural analysis which does not take cognizance of this 
point is doomed to remain superficial and trivial. The 
underlying form is realized in surface structure through the 
process of transformation. This process itself responds to 
the contextual constraints and demands, so that the ensuing 
surface forms are not simply wilful variations of the 
underlying form, but are appropriate to specific -contexts. " 
As. I have discussed in this section the notion of structuralism which 
sees the world as being formed of things rather than being a separate 
II ý' ý 
entity, I will in the following section shed light on the notion of 
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behaviourisin which focuses on its study on the psychological meaning 
of. liabits. 
Behaviourisin 
The notion of behaviourism. depends very much on the psychological 
meaning of habit. In other words, it assumes that we as human beings 
are conditioned by the environment that surrounds us. 
Although behaviourism influenced the philosophy of psychology, 
habits and other aspects of studies, including linguistics, it 
disappeared very quickly because it restricted the capability of the 
human power of understanding in the sense that it focused on the fact 
that a human being can work within the limits of psychological 
condition dictated by habits, environment and society in which lie 
happens to be and can not gobeyondthat. 
According to the theory of behaviourism, the meaning of a word 
depends on the response of the hearer to the word when s/he hears it. 
As it is based on experiments in learning the behaviours of lower 
animals, this theory suffers from the extension of the conclusion of 
such experiments. 
Language is defined by Hall, R (1968: 158) as "the institution whereby 
humans communicate and interact with each other by means of 
habitually used oral-auditory arbitrary symbols". liall's definition 
combines both communication and interaction at the same time. The 
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phrase "oral-auditory" refers to the speaker and the hearer. The phrase 
"habitually used" refers to the influence of behaviourisin among 
linguists and psychologists. The studies of language and psychologT 
which were conducted in the earliest decades of this century were 
influenced by the stimulus-response theories of behaviourism where 
the term "habit" was associated with the study of language. As far as 
translation is concerned, this theory has been rejected as it only 
concentrates on the psychological condition dictated by human habits. 
This theory of behaviour which locates the meaning of a word in tile 
manner in which the hearer responds to a word when s/he hears it, also 
fails to show what happens if the hearer chooses not to respond in an 
overt observable manner. 
Functionalism 
Having looked at the notion of behaviourism and its limited role in 
language interpretation, I will now look at the notion of functionalism- 
first from an anthropological point of view as brought by Malinowski 
, and then comparing it to the new approach of sociolinguistics which 
concentrates on the communicative dimension of a language. The 
reason for including this theory of functionalism in this work is two 
fold: first, it coincides with the theme of this chapter which looks at 
the development of the study of language and culture and second, the 
new sociolinguistic approach plays a significant part in the field of 
translation. Later in this dissertation I will deal with text analysis in 
relation to the actual social context which helps the translator to elicit 
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the overall meaning from the textual context. At this stage, I will first 
discuss Malinowski's approach of functionalism and then I will bring 
up Halliday's new theory. 
Malinowski is one of the founders of the Functionalism school. Ile 
came out with his definition of culture during the period when 
behaviourism was emerging and influencing other areas of knowledge. 
Ile was one of the first British anthropologists to apply the new 
knowledge of the conditioning process to the study of tribal society. 
Ile studied social structure from a biographical point of view. In other 
words lie studied social ties as they developed for the growing child. 
Malinowski, cited in Richards (1957: 16), argues that "culture 
comprises inherited artefacts, goods, technical processes, ideas, liabits 
and values. " He insists that social organisation must be included as 
part and parcel of the cultural notion. This view is similar to that of 
Tylor (1871). 
Culture is a very sophisticated comprehension concept. Thus, in order 
to" study the notion of Malinowski thoroughly one must look at it from 
all the preoccupation intellectual points of view, since lie classified a 
number of things under the word "culture". 
In studying culture, Malinowski insists on studying the use or function 
of the customs, institutions and beliefs which have formed every unit 
of each culture. Side by side with other sociologists and psychologists 
of that time, Malinowski insists on showing the differences between 
man's biological and sociological heritage and associates the latter 
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with the term culture from the very beginning. He tries to analyse the 
notion of culture into different layers of aspects where it could be used 
as a plane for empirical study. 
The difference between Malinowski and other anthropologists, mostly 
British anthropologists, in the definition of culture is that Malinowski 
repeatedly includes the social organisation or the social structure in 
his analysis of culture, while, for example, Evans-Pritchard and his 
followers do not. However, the general social system of the others 
does not really differ from that of Malinowski's use of culture such as 
ecologies, economics, legal and political institutions, the primitive 
societies, their family and kinship organisation, their technologies, 
religion and arts. 
Malinowski (Richards 1957) appears to believe that culture should be 
maintained as a whole, and one of the definitions lie gives of the 
function of a custom or institution is in terms of the part it plays in 
relation to the culture that is seen as a whole.. He writes that 
anthropological facts had to be explained by their function, by the pail 
that they appear to play in an integral system of culture. However, 
Malinowski has been accused of not dealing with the conception of 
culture as a whole but rather presenting most of his. work describing 
some particular aspects in' a very detailed account. The wholeness in 
Richard's (1957) view consists of studying one institution against the 
background of the whole culture. 
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Malinowski shares with his contemporary sociologists and 
PsYchologists the view that man's biological and sociological heritage 
is reflected in the dichotomy of nature and culture. 
Malinowski has a second use for the terin culture. He uses it to 
describe the social heritage or the group of forces impinging on the 
human being bom into each society. 
In his early training of Trobriand children, Malinowski splits the 
forces constituting the social heritage up under their different headings 
such as language, material culture, activities and values. His concept 
of culture is to study the way these aspects could condition a child. 
Cited in Richards (1957: 23), Malinowski describes language as: 
"Acting on the larynx, forming speech habits and so enabling human 
co-operation to take place. " 
The notion of functionalism has been later dealt with from a linguistic 
point of view different from that of the above anthropological 
approach. The new approach of sociolinguistics focuses on the 
communicative dimension of language, i. e. on the sentence elements 
which are seen to function within a certain perspective of 
communicative importance. 
Halliday's approach (1985) to the theory of use and function is 
different from that of Malinowski who sees language as a mode of 
action. Halliday, however, seeks to relate his work to actual text. In 
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other words, lie bases his linguistic analysis on the social context and 
the situation in which language is used. Furtliennore, lie considers 
language as a part of the individual's behaviour in social 
communication. 
El-Shiyab (1990: 101) summarises Halliday's theory as follows: 
$'each one of us, as a member of a particular culture, living 
within a particular social structure, has a set of options or 
alternatives which are accessible to us, a set of behavioural 
choices which we can use or employ in particular social 
circumstances. This set of behavioural options is called 
'behavioural potential'; this makes up what we 'can do' and 
includes non-linguistic as well as linguistic behaviour". 
One can infer that Halliday's main field of interest is to study what one 
'can do' with language in a given context, with the meanings at the 
disposal of the speaker. Viewing language from an extralinguistic 
perspective and from the various methods in which people lend to use 
language as a complete interpretation of the functions of language, 
Halliday believes that 'function' is the same as 'use'. In this respect, 
Illalliday (1985: 17) states that "the concept of function is synonymous 
with that of use". The notion of function according to Halliday is not 
limited to the equal variation of 'use' of language, but function rather 
exists within language, seen as a significant base for the organisation 
of language itself, and especially to the organisation of the semantic 
system. Halliday (lbid) states that: 
". Junction will be interpreted not just as a fundamental 
property of language itself, something that is basic to the 
evolution of the semantic system. This amounts to saying 
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that the organisation of every natural language is to be 
explained in tenns of a functional theory". 
As far as the semantic system is concerned, this system falls into three 
different aspects of functional components, which are as follows: 
I- Idead-onaLl meaning is concerned with the expression of 'content', 
Le" it gives the experiences of the speaker as reflected in the real world 
as 'well as encompassing the inner world of the speaker's own 
consciousness. Ideational includes two sub-components. First, is 
lexperiential', which focuses mainly on the expression of the processes, 
i. e. 'participants, circumstances and qualities. Second, is 'logical', 
which provides for linguistic expression of such universal relations as 
those of 'and', 'or', negation, etc. 
2- interpersonal: meaning is that every sentence encodes more than 
one meaning within it. It lielps to describe language functions in terms 
0f social values-, it expresses social roles, including those of the 
speaker's comments. According to Halliday (1985: 20): "The sentence 
is - not only a representation of reality, it is also a piece of interaction 
between speaker and listener". 
3- 
-Tcxtu. 41- . meaning enables the speaker to construct coherent as well 
as connecting stretches of discourse together. Such stretches should be 
contextually related. 
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A culture as a whole might be seen as a vast, integrated serniotic 
systein of which language is a subsign. In fact, language is the main 
subsign as it reflects and contains the knowledge of a nation, that is 
any nation, with all its inherited ideas, beliefs and values which 
constitute the shared bases of social action. This is a relatively new 
concept to view culture and language serniotically. In die next section I 
will look at the study of seiniotics from the point of view of die most 
prominent sernioticians. 
semiotics 
Serniotics is known as the study of the way in which human beings 
communicate using all types of communi cation devices. In serniotics, 
an_, act of communication is understood as the transfer of information 
fi-qm one source to another. However, some of the information may 
give rise to mixture of meanings that come from the use of some of tile 
means of communication- a gesture using a particular facial 
expression, voice, sight and soon. 
All in all, this science connects itself with the study of the natures of 
signs and 
"with those general principles which underlie the structure 
of all signs. Whatever, and with the character of their 
utilization within messages, as well as with the specifics' of 
the various sign systems, and of the diverse messages using 
those different kinds of signs. " R. Jakobson, cited in T. 
Ilawkes (1977: 126) 
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Words and sentences are not only 'units of language that make 
communication or meaning, but they also generate and create different 
types of signs which indicate something and regulate their interaction, 
'every message is made of signs'. Hatim & Mason ( 1990 : 67) stated: 
"Semiotics focuses on what constitutes signs, what regulates their 
interaction and what governs the ways they come into being or decay". 
In this respect I will look into the concept of sign ftom (lie point of 
view of seinioticians such as De Saussure, Peirce and Barthes. 
De Saussure 
The Swiss linguist De Saussure (flawkes 1977) is considered to be the 
founder of serniotics. According to Saussure, "language is a system of 
signs". Every linguistic unit or sign is received by the members of a 
given society to serve a purpose, to communicate i. e. to signify. If, it 
does not serve a purpose it then just becomes a noise. 
To communicate, ideas must be part of a system of conventions, part 
of a system of signs. Convention is a key word in Saussure's concept 
of language and sign. The sign is the outcome of the unity between a 
form which signifies (i. e. signifier or significant as called by Saussure) 
and an idea or a concept (i. e. signified or signifier). The former is the 
phonetic or graphic side. These two aspects are inseperable for there 
is no signifier without a signified, and the principle idea about the sign 
is that it is arbitrary or conventional in the sense that a natural link 
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between the two sides is lacking in most cases. It so happened that a 
designation such as "fortress" for example, and not, say, "home" was 
given to a sort of "building" where one feel s protected and not where 
one - feels cosy and comfortable as it is the case with the latter. 1- lad 
the English taken the former to mean the latter, the new m eaning 
would have been conventionalised. This is the case with other 
linguistic units. 
However, given this, we must not be tempted to think that the issue of 
language is one of nomenclature. "if language were simply a 
nomenclature for a set of universal concepts it would be easy to 
translate from one language to another" says Saussure. (Culler 1976: 
21). 
Peirce 
The" American philosopher and logician Peirce is considered to be one 
of'the pioneers of Semiotics. His classification of signs is primarily 
based on the relationship between the perceptible signals and inferable 
signatum which are not different from Saussure's signifier and 
signified. To him "a sign is something (i. e. sound & written letters) 
which stands to somebody (i. e. its interpretants) for something (i. e. its 
object) in some respect or capacity (i. e. its ground)". T. Hawkes 
(1977: 126) 
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Therefore, to give an example, the mere utterance of or the letters 
which constitute the word "pig" stands for a four-legged animal. The 
signifier is the sound or the written letter, the signified is the animal, 
the ground is conventional (i. e. symbolic) in the first case, or fitness of 
resemblance (i. e. iconic) in the second. This ground or relationship 
must be recognised or interpreted by a hearer, otherwise it will not 
make sense, i. e. it does not communicate. Here, again, Saussure and 
Peirce do not show many differences between them. 
III 
Peirce could distinguish between many kinds of signs, but only three 
of them are of importance to us. These are the icon, the index and tile 
symbol. In the case of the icon, the relationship between a sign and an 
object is a similarity to be acknowledged by the interpretant. Thus a 
painting is an icon of its object so far as the intrepretant can see the 
similarity, and the letters "p. e. a. c. e" have an iconic relationship to the 
concept of peace as understood by the hearer. In the case oftheindex, 
the, relationship is concrete. A "cry" is an index of the presence of 
someone and a sign indicating a certain emotional state of the 
producer(s). The context provides the intrepretant with enough 
information which usually enables him to comprehend the significance 
of , the sign. in the symbol, the relationship is arbitrary or conventional 
"convention is central to the use of language in context, and the 
prerequisite to convention is mutual luiowledge", Downes (1984: 272). 
Thus, the "hawk" and not the "eagle", is a symbol of an advocate of 
w4r, or warlike policies, and the "dove" is a symbol of the person who 
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opposes war. These meanings have been established by accepted or 
general agreement. 
Barthes 
Signs can be very simple and go unnoticed by text-receivers. The 
utterances or writing of the letters, for instance, the word "ROSE" is 
associated with an entity in the garden, creating a sign (i. e. rose). It 
also can be complicated when this sign (rose) is made to stand for 
love, (i. e. a new signified) in some situations- through the process of 
time, it will become a symbol of love andpassion. 
In some other instances, according to Barthes, this newly created sign 
is drained of its meaning and again made use of to stand for a new 
signified and so on in an infinite manner. The above two processes 
illustrate the process of signification at its different stages. 
However, this method had been attacRed by people like Floyd Merrell 
(1985) who thinks Barthes' complicated system of signification 
suggests that no writer can be aware of the implications of what s/he 
writes, and no reader can possibly perceive all aspects of a text. 
Hence, these signs increase the aesthetic sense of literature and form 
what Barthes called "myth". By myth lie means a "complex system of 
images and beliefs which a society constructs in order to sustain its 
sense of its own being, i. e. the very fabric of its system of meaning". 
Hawkes (1977: 131). 
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This means that every society has its own myths which constitute a 
cultural, heritage valuable and exclusively intelligible to its inembers. 
Theý-: ambiguity of signs can only be deciphered within the realm of 
epistemolog, or knowledge of the respective culture. 
By now one might have perceived that language is not only composed 
of signs, but rather is an integrated semiotic social system. By 
semiotic we are actually referring to culture as a set of semiotic 
system, a set of systems of meanings with language being one of these 
systems. In any culture, there are many modes of meanings such as the 
structure of kinship, modes of customs, as well as modes of arts- 
however the "most comprehensive and most embracing of all is 
language". Halliday (1985: 4) 
As a result one can simply observe the part-to-whole relationship 
between language and culture: on the one hand, language is a social 
semiotic, subset of culture. The notion of "social" is meant to relate 
language primarily to the social structure which derives from human 
experience. The relationship between language and culture entails a 
need - to pay attention to these concepts in a training prograinine for 
translators. Training, in its comprehensive meaning, is a social 
process, and culture has always been the focus of attention by both 
linguists and translators. 
The Influence of Qurlanic Discourse on the Arabic 
Culture and Language 
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As-1, 
-have 
discussed in previous sections the study of development of 
language and culture in human society in general, based on the 
definitions of different approaches, I feel it is also important to 
include in this chapter a brief review of the role of culture in the 
development of Arabic in particular. The reason for this is first to 
illustrate the significance role of the Islamic belief and discourse on 
the Arabic culture and language. Second, since this dissertation is 
dealing with cultural translation difficulties particularly between 
English and Arabic who belong to completely different backgrounds, I 
beIi ev'eý' it is crucial to give our reader a brief review of the Arabic 
culture and language in this section of the chapter. 
The Arabic language has a long history which goes back more than 
fifteen hundred years. Throughout this long journey, it has proved that 
it is flexible enough to accept change and development. This 
characteristic is attributed to the fact that Arabic is not only a tool for 
communication but also a vehicle for renewed culture and civilisation. 
Unlike any of the modern languages, Arabic is still tied to its classical 
rules, and styles which are still used to express feelings, needs and 
knowledge. Gibb (1974 ) states that the Qur'an represents a literature 
or its own, and it has enriched Arabic with idioms, style, proverbs and 
rhythins. 
Linguistically the Quean has influenced Arabic in terms of vocabulary, 
style, idioms and new concepts. This influence has not only affected 
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the literary domain, but it has gone beyond that to cover other asPects 
including sciences. Gibb (1974 : 36 ) states that: 
"The influence of the Quean on the development of Arabic 
literature has been incalculable and exerted in many 
directions. Its ideas, its language, its rhythms pervade all 
subsequent literary works in greater or less measure". 
In 
short, Arabic is a flexible language, and, can still play an 
international role - as it used to do so before - because of the economic 
and geographical positions of the Arab homelands which can be 
enhanced with more effort and activities. 
Misconception about Arabic 
However, Arabic faces harsh criticism from some scholars of 
linguistics, who misconceivedly think that ATabic is unable to satisfy 
its speakers with the needs of modem life, that is, it has not the 
qualities that enable it to become the language of science and 
technology. 
Martinet, a French linguist, for instance uses the terrn "holy" 
"traditional" "unacceptable" and "literary" to describe Arabic 
(Aayaslii: 1991). Ile goes further to say that Arabic has not the 
qualities to convince him to place it along side modem languages, like 
french for instance. 
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An", unfounded judgement like the above invites only one 
interpretation, which is that the judgement is driven by an ideological 
conception 6ther than an objective analysis. A linguist like Martinet 
should not forget that one of the hard and fast rule of linguistics isthat 
language is a tool for communication. It does not use, think or change 
itself, ý language can only be used and changed when those who use it 
wish to do so, and there are some factors which help or preventpeople 
to develop their language. 
The Islamic Influence 
The Qura'n epitomises Arabic in its beneath. As a matter of fact; when 
the' Qur'anic revelation commenced, the Arabic language was already 
very mature and dynamic, particularly in its poetic forms. This 
creAon' of a new world dimension has influenced both the Arabic 
culture and language. 
All scholars who come to study the Quean from different perspectives 
are smitten by its eloquence, fluency and by its exuberant vitality. 
These, essential aspects of the Quran were very much involved in the 
creation of the Arabic culture which undeTwent revolutionary changes 
during ýtlie life time of prophet Mohammed and ever after his death. 
Particularly, it is very difficult to trace all the cultural and linguistic 
influences of the Qur'an on Arab life, bearing in inind that the Arabs 
now 'Occupy the greater part of the so-called Middle Eastern Countries. 
This 'difficulty becomes more intricate when we notice that this 
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particular part of the world does constitute a bridge between the word's 
ancient continents whose peoples kept on moving and interacting, in 
peace and war, from times immemorial. Furthermore, the expansion of 
the Islamic Empire during the 7th and 8th centuries, and the settlement 
of-Arab tribes in these newly conquered lands, also created different 
Arabic identities which gradually developed their own independent 
Arabic accents and culture. Nevertheless, they remained and continued 
to exist as Muslim societies, and the Quran continued to constitute 
their spirituality and ethos. This phenomenon can be detected even in 
non-Arab societies such as the Muslim societies of the Indian sub- 
continent and those in the FarEast. 
The influence of the Quean is paramount in Muslim societies, 
including the Arab countries, in terms of culture and civilisation in as 
I much , as it determines their clothing, marriage, trade and commerce 
and,,, all other human activities. One must notice that the Arabic 
language was the language of the Qur'an; and thus the effects left by 
this Holy scripture practically overstep the traditional Arabic localities 
to span far beyond their geographical frontiers. Accordingly, it may be 
appropriate to turn our attention and focus on the fact that Quranic 
discourse did and continues to have a deep influence on all Muslim 
societies whether Arabs or non-Arabs, believers or non-believers. The 
Qur'anic language occurs almost in every day conversation, in social 
gathering, in customs, in greetings, in social occasions, in cultural 
event references; political speeches etc. This Qur'anic discourse 
influence is not restricted to the oral utterance but also emerges in 
written texts. 
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Notwithstanding the European 4rifluence on the Arabic culture, the 
Quean remains the dominant factor in this realm especially in the 
formulation of the culture and language. Consequently, we can 
confidently presume that the Arabic culture in this respect did witness 
a considerable degree of change. 
Although there has been outside influence on the Arabic culture and 
language caused by the necessary requirements for communication 
and trade with the rest of the world, the Qur'an is still the guarantorof 
the--Arabic language and culture. 
The 'Arabic language like all other languages is a natural language, but 
has its characteristics which distinguish it from any other language. 
Wthough it is the language of the holy Qur'an, this does not mean that 
it is, -only a 'Holy language' i. e. only for spiritual practices as some 
scholars had claimed. On the contrary, the Arabic language can 
function and express as many ideas and concepts as any other 
-language on this planet, provided its speakers develop their mentality 
and - knowledge. The defects not lie in the Arabic language itself but 
in its people and the historical problems they went through during the 
last seven or so centuries. 
It is true that Qur'an and the Islamic culture had a great influence, and 
still do, on the Arabic language. However, this should not be seen as a 
disadvantage or as a factor that has prevented the language from 
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developing. Rather the Qur'an and Islamic culture has enriched tile 
Arabic language linguistically and scientifically. 
The Influence of Islam on Science 
The influence of Islain has not only penetrated the linguistic domain, 
but it has gone beyond that to encompass science and philosophy. 
During the Islamic Empire Arabic language was so dominant that it 
proved to be the only language which was then able to convey the 
science and philosophy of the Middle Ages to Europe. 
This fact proves that Arabic is flexible and ready at any time to change 
and develop if only the Arab Academies have the money and freedom 
of expression to work and on setting up more elaborate institutions for 
Arabising the new ten-ninology of science. 
In short, it is worth repeating that there is nothing lacking in Arabic as 
a langua ge; it is the fact that the Arab world lags behind the Western 
countries in terms of economic and technological development. And it 
is,, this economic and technological dominance that help Western 
countries to develop their language; not the other way -around. 
In addition, the falsehood that Arabic is a language of religious rituals 
is not true, because the discourse of the Qur'an encompasses all 
aspects of life and all kinds of knowledge, and its language is used by 
both Islamic believers and non-believers. The expressions which might 
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appear religious to some Western scholars are not necessarily so to 
Arabic speakers, and evidence shows that Arabic was used before the 
revelation of (lie Qur'an. 
A Final Thought 
I think culture and language complete each other. In other words, 
knowing another language does not necessarily inean that one can 
understand and appreciate one hundred percent its cultural boundaries. 
It is these cultural specifics which cause problems in translation. 
However, in the translation process one tries to inaximise these 
subcultures into their highest degree of explanation in order to make 
communication between the two languages as clear as possible. 
lit my opinion, culture as whole is inherited through generation and 
time'. across cultures. Through time or history, the stored inherited 
culture is generated by other variables and innovations created by the 
existing generation who either add new concepts to the stored culture 
or , resent some of the old concepts according to the reformation and 
the ý requirements of that time. According to these reformations and 
revolutions, a new civilisation emerges with its new language and thus 
refutes, the old concepts as civilisations advance towards a new 
liberated life. 
The, 'space of these reforms or innovation varies from one culture to 
another and not of what some scholars have classified into "high" and 
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"low"ý cultures, but because there are acceptance and rejections in 
every ý society. These are liot the result of common sense 
misunderstandings but because of different beliefs, customs, 
mentality, morals and habits which vary from one culture to another. 
In other words what is acceptable to one person is not necessarily 
acceptable to another. This rejection and acceptance may even happen 
within a family, let a lone between societies of different languages, 
cultures, belief, habits, social organisation and morals. 
It is these social belief, habits, morals, customs etc. of daily life that is 
bound to a specific culture, where the lack of communication 
sometimes take place; and wben it comes to translation it is these 
subcultures which pose major transformational problems from one 
language to another. 
I now have discussed in this chapter the various approaches to the 
study of language and culture development and their different debates 
in general, plus the Arabic culture and language in particular. In so 
doing, this chapter, which contains different definitions of language 
and culture of different societies, paves the way for the cultural 
translation theory which will be dealt with in the following chapter. 
As the work is mainly concerned with the problems of translating 
advertisements from English into Arabic and vice versa, I shall try to 
show, whether these cultural specifics can be translated or not and the 
degree of their translatability. I will also include some translation of 
other culture difficulties which are of interest to my work.. However, in 
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the next chapter I will discuss the different solutions to cultural 
translation theory including some examples from both Arabic and 
English. 
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CHAPTER TWO 
Translation T 
Introduction 
I faving Aealt in the first chapter with the notion of culture and 
language ý and their relation to each other, the main concern of this 
chapter will be translation theory. This will include the meaning of 
translation, its kinds as well as the problems of equivalence. The 
current , chapter will also deal with cultural untranslatability and the 
degree of information loss from which the SLT suffers when 
translated to a TLT. Kinds of meaning (connotative, denotative, 
situational, attitudinal, affective) will be discussed since they all 
should 'be taken into consideration by the translator. This chapter 
will also give allention to the question of implicit and explicit 
information given by the TLT producer and how the translator 
should deal with these two kinds of information. The notion of text 
typology ý will be given special attention and the relation which 
exists ýbetween the kind of translation and the text type will be 
under. focus. The issue of redundancy and ellipsis and their 
importance to the theory of translation, particularly 'as far as the 
cultural, problems are concerned, will be discussed. 
Finally, I sliall deal with some areas (religious, social, political, 
technical) where many problems arise in translation when dealing 
with' two different languages belonging to completely different 
cultures such as in the case of the English and the Arabic 
languages. These problems will be illustrated by abundant 
examples. 
What,: is Translation? 
Over, the centuries, from the period of anthropologists concerned 
with the study of human life, their history, their cultural practices 
and their literature, to the new modern approach of translation 
theory, ' the main purposes of such studies were to learn the nature 
of other peoples life and culture. This ranges from the comparison 
of, literature in general, to the very specific ways of life of small 
societies , and tribes. As almost every society and nation has their 
own . 
language and culture, or some share the same culture but 
speak a different language and vice versa, communication becomes 
very difficult. 
Chau (- 1984) has made an excellent survey on the different stages of 
translation. This ranges from (lie "Philological Stage" which is 
known as the "traditional era" where some of the debate was on 
whether, (a) translation should be free or literal, (b) whether poetry 
should , be translated by prose or verse, (c) whether translation is an 
art'l, or'science, and (d) whether translation is after all possible. This 
stage did not end until the beginning of the 1960s when linguists 
like Nida, who views translation as a science, and others such as 
Calford,, ýNewmark etc. appeared. 
What strikes us more froin this article in addition to the first stage is 
the third stage which is known as the "Ethno-seinantic Stage" and 
which deals with the translation of culture. This culturally centered 
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translation, emphasises the important fact that the differences 
between-languages do not lie in sound and signs but rather in the 
differences, of world view. This view was introduced by Von 
flumboldc (Chau 1984). Another point that I have already noted in 
the literature review is that of Casagrande who believes that we do 
not translate language as such but we rather translate culture (ibid. ). 
However, it was not until the great work of anthropologists such as 
Boas, ýAevi-Strauss (see structuralism in first chapter) and 
Malinowski (see functionalism) that the linguists were reminded of 
the 'cultural dimension of meaning in language. Among those who 
gave 'great attention to The Etlino-semantic" dimension was 
Elugine Nida (1964 and 1969). This step led some writers, as well 
as -Bible, translators at that time, to describe the difficulties of 
meaning in cultural contexts. They did not only see meaning from 
the' structural relations within a code, but also from social and 
anti iropological contexts (see Chau 1984). 
The riature of translation is a topic that tends to lead to extreme 
points, of view. This is attested to by the traditional controversies 
that centered on the definition of translation. The most common 
conception known to the general public is that translation involves 
only'. the - replacement of words of one language with words of 
another, ' language. The keystone in any definition of translation is 
the -word 'equivalence'. It is around the meaning of equivalence that 
the ' battle is often waged between those who assume that translation 
is a neutral verbal representation of the source text and those who 
take it to be an interpretative recreation of the original. Nida 
(1964: 2)- states that: 
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"Underlying all the complications of translation is the 
*'fundamental fact that languages differ radically one 
from the other. In fact, so different are they that some 
insist that one cannot communicate adequately in one 
--language what has been said originally in another. 
Nevertheless, as linguists and anthropologists have 
discovered, that which unites mankind is much greater 
than that which divides, and hence there is, even in 
cases of very disparate languages and cultures, a basis 
fo r communication". 
It is Ivery important to take into consideration the following two 
assumptions: (1) translation does not always ensure that every 
word, *usýd in the target language is equivalent to every word usedin 
(lie so-urce language, and (2) it does not ensure either that the target 
reader who belongs to a different culture from that of the source 
reader, will have the same effect 'experienced by the source reader. 
Oil this - basis, the current research does not claim a 100% 
equivalent, translation but a translation where the maximal effort is 
exerted to preserve the meaning of the source language. 
IfI, ýI 
Kinds of Translation 
For 
_, 
quite -a 
long period of time the pendulum has been swinging 
from free to literal translation. Culture translation has always been 
one of, the, main problems of translation. It is the most-difficult task 
a translator could encounter in the field of translation, for words 
cannot', -' be understood correctly when isolated from the cultural 
phenomena of which they are the symbols. Thus, the role of the 
translator Js not a grammatical transposition but a cultural transfer. 
There exists a spectrum of kinds of translation at, whose two 
extreme ends lie the free and the literal translations. Between these 
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two : extremes, there exist a huge nurnber of degrees including some 
kind, 
- of 
ideal lialf-way point between the two extremes. Ilervey and 
Higgins (1992) classified kinds of translation as follows: 
Interlinear Literal Faithful Balanced Idiomatic Free 
In the case of the free translation, the focus is always directed 
towards the TL at the expense of the SL. A suitable example is that 
of, Edward Fitzgerald who translated the Persian poems of 
Rubaciyyat Al-Khayyarn. Ile (Bassnett-McGuire 1980) insists that 
"it is much better to have a live sparrow than a stuffed eagle"which 
really, means that the translator should feet free to make the suitable 
modifications to the source text. In this kind of translation, which 
can-be' understood as communicative translation, the probability of 
correspondence can only take place at the level of the textual units 
share& by both the SLT and the TLT. However, priority is always 
given to the content rather than tothefonn. 
Literal translation, on the other hand, is defined by Hervey and 
Higgins- in their glossary (1992: 251) as 
". '. a word-for-word translation, giving maximally literal 
rendering to all the words in the SL as far. as the 
grammatical conventions of the TL will allow; that is, 
literal translation is SLT-oriented, and departs from the 
SLT sequence of words only where the TL grammar 
makes this inevitable. " 
Similar,, ' to Hervey and Higgins' classification of translation 
methods, Larson (1984) suggests a spectrum of translation which 
have -the very literal and the unduly free at its two extremes. In- 
between ý these two kinds of translation, there lie the literal, the 
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modified literal, the inconsistent mixture, the near idiomatic, and 
the idioniatic. 
Larson' believes that in the case of the literal translation , translation 
is fonin-based where the form of the source language is followed. 
I lowever, In the case of idiomatic translation, translation is 
meaning-based where all efforts are made by the translator to 
communicate th e meaning of the SL text in the natural forms of the 
target language. 
Equivalence 
There 'have been many discussions made by linguists and translators 
regarding the problem of equivalence. These discussions dealt with 
problems such as whether there could be a way for the target text to 
have on its receiver the same effect the SLT had on its receiver, 
whether' the translator should be after the word-for-word translation 
or the ineaning-for-ineaning translation to make the target message 
equivalent to the source message, what kinds of problems the 
translator - could face in looking for the equivalent effect, etc. In this 
section these issues, in addition to some other relevant *ones, will be 
discussed in detail. 
1. .I 
Formal Equivalence 
Nida (1969) believes that translation in general involves the closest 
natural equivalence between the SL and the TL since the "best 
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translation does not sound like a translation" (Ibid: 12). This is what 
fie - (1964) calls formal equivalence where attention is focused on 
the message itself in both fonn and content. In other words, it is a 
kind of 'translation of poetry to poetry, sentence to sentence and 
concept to concept. In this case, the message in the target language 
should ma(ch as closely as possible the different elements in the 
SOUrce, -, language. This ineans that the inessage in the target culture 
Inust always be compared with the inessage, of the source culture in 
order to, detennine standards of accuracy and correctness. 
This type, of translation may also be called "gloss translation" in 
which the translator has to reproduce as literally and meaningfully 
as possible the fonn and the content of the original text. Such a 
formal equivalence basically focuses on the SL. In other words, it is 
designe d, t, o reveal as inuch as possible of the fonn of the SL. 
Dynainic Equivalence 
For a. long time the dynamic equivalence in translation has been the 
focus. This focus has led some modem translators to sacrifice 
fidelity to the original author. By the same token, communication 
with the, target readers is given priority over faithfulness to the SL 
text. As -a result, translations have become almost free, focusing on 
the function but not the forrn of the SL with the main aim, in the 
opinion, of Nida (1964) and Nida & Taber (1969), securing the 
maximuin of equivalent response of the TL readers. 
80 
The distinction between fonn and function is made clear by Larson 
(1984: 164) in the following way: 
"Forin has to do with the physical aspects of a particular 
THING or EVENT, but the function lias to do witli the 
significance, the reason for, or die purpose of the 
THING or EVENT. " 
It Js the function of language that the translator is after in the case 
of dynam 
' 
ic equivalence. This kind of translation attempts to convey 
in the TL the same message conveyed in the SL. The translator is 
really concerned with matching the TL message with the SL 
message, but with dynamic relationship i. e. the relationship existed 
between the original receptor and the message. 
Thus, 
, 
the purpose of dynamic equivalence in translation is to make 
the readers of the TL respond to the original message as far as 
possible 
'in 
the same manner as the SL readers would have 
responded to it. Such a response is not always likely to be the same. 
This is because of the huge differences in terms of cultural and 
historical 
. settings of 
both languages. However, there should be a 
high 
. 
degree of equivalence of response, otherwise the translation 
will be regarded as unsuccessful. 
Nida (1964: 166) defines dynamic equivalence as 
"the closest natural equivalence to the source-language 
message". This type of definition contains three essential 
terms: (1) equivalent, which points towards the sour6e- 
message, (2) natural, which points towards the 
receptor language, and (3) closest, wbich binds the two 
orientations together on the basis of the highest degree 
of, ý approximation". 
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The concept of natural translation focuses on three fields of the 
communicative process, namely the TL and culture as a whole, the 
context the particular message and finally the audience of the 
target language. 
Ile (1969) argues that when there is a kind of cultural difference 
betweenýthe cultural function or form of a given referent in both tile 
TL and-the SL, it could be important to provide the TL receiver 
with' a- c6tain amount of contextual conditioning. Most of the time, 
this contextual conditioning is provided by the text itself. In other 
words,, when there is a term that is absolutely unknown to the TL 
receiver then the translator could add a sort of classifier, such as in 
the. ýcase of the camel where he could say "animal called camel" to 
explain to the reader that camel is a kind of animal. In other cases, 
the translator could find it necessary to provide the reader with a 
descriptive phrase. 
In the case of the absence of the exact equivalence in the TL, some 
linguists , (e. g. Nida 1969) suggest that the translator may use a 
similar 
limage 
or name that is very close to the SL term. For 
example, "camel" could be substituted by "seal" when translating to 
the Eskimo people who might have never seen or heard of an 
animal called camel. 
Another, who shares Nida's view of replacing one concept by 
another-, when it is absent from the TL is of David Moser (1991) 
who -, ý, worked with soine prominent Chinese translators on the 
translation ,ý called "The Nature of Evidence". fie concluded that 
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"... the solution to the problem would be to replace this 
list with an analogous list of fringe beliefs indigenous to 
China- ideas or systems of thought that exude a similar 
aura of mystery or 'flakiness' and that claim a substantial 
, number of hard-core believers". (Ibid: 84) 
In their translation they agreed to change "pet dog" to "baby" not 
because the Chinese are unfamiliar with the concept of pet dogs, 
but because they 'do not keep dogs as pets'. The Chinese, for health 
reasons as well as scarce resources, do not have the custom of 'pet 
dogs' in the house, although they know that in other cultures people 
do. 
For Bassnett-McGuire (1980: 29) "equivalence in translation... 
should not be approached as a search for sameness, since sameness 
cannot even exist between two TL versions of the sarne text, let 
alone between the SL and the TL versions". This view is similar to 
that of Nida's. which emphasizes the importance of "equivalence 
rather than identity" (Nida 1969: 12). 
To illustrate the idea of dynarnic equivalence, I shall deal with the 
following line taken froin one of Shakespeare's sonnets: "shall I 
comparp thee to a summer's day". An Arabic literal translation of 
such a -'sentence would be "j,. Al ýLjt C,.., fj-: ý O. DjUt Of and 
would cause some problems as far as the equivalent effect is 
concerned. In the Arab world, a summer day would be very hot and 
undesirable while it is very nice in Europe. Thus, in the Arabic 
language, one should not use 'Sununee to woo a girl but rather 
'Sprinje. The environment, and the geographical differences have 
effects in one way or another on the culture of every society. Thus, 
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what is, welcome in a particular society might not be so in another. 
Going back to our example with dynamic equivalence in mind, we 
can arguý that tjj !. b)Ui of ý J-A is the best translation 
for keeping the positive image since spring has positive 
connotations in the Arab world. In this case, we are substituting the 
"image, of Summer" with the "image of Spring" in order to preserve 
the flavour of the original message, as well as to transfer the real 
meaning of the SL to the TL. 
Dynamic', equivalence, achieved by means such as alterations, 
paraphrasing, description, ornission, borrowing with some added 
explanations of the foreign term and substitution of different 
conceptý'and images, is considered to be one of the most successful 
translation methods. However, I believe that there are cases where 
translati 
' 
on is impossible. This impossibility of translation has not to 
do, with. -the lexical, semantic or grammatical level but rather with 
the fact that there exist some concepts, behaviors, traditions, morals 
and belieýs practiced in one culture but not in the other. Some 
examples', -will be illustrated later on this chapter. 
Criticism of Dynamic Equivalence 
Nida! s idea of dynamic equivalence regarding the replacement of 
one concept by another in cases where this concept does not exist in 
the TL culture has been disapproved of by some translation 
theonsts (e. g. Komissarov, Bassnett-McGuire). Komissarov (1991) 
believes that in order to understand the message, one has to 
interpret it on the basis of the required background. If this 
84 
knowledge is absent from the TL because of cultural differences, 
this knowledge should be supplied or compensated for. Therefore, 
translating from language to language means translating from 
culture to culture. 
To 
, 
Bassnett-McGuire (1980) and Kornissarov, replacing one 
concept by another in translation is deceiving the TL reader by 
making him ignorant of the reality of the other culture. It is an 
underestimation of his capability of understanding and a deception 
as it gives the TL reader a wrong impression of the SL by 
conveying different information set in a familiar environment. The 
fact that a concept does not exist in the culture of the TL reader 
does not at all mean that lie is incapable of understanding it. This 
fact is even alluded to by Nida himself (1964: 55) 
"... despite the fact that absolute cornmunication is 
impossible between persons, whether within the same 
speech community or in different communities, a high 
degree of effective communication is possible among all 
peoples because of the similarity of mental process, 
somatic response, range of cultural experience, and 
capacity for adjustment to the behavior patterns of 
others". I 
On. such grounds, translation theorists such as Bassnett-McGuire 
and Kornissarov have rejected Nida's suggestion to replace the 
expression "as white as snow" by "as white as feather of an egret" 
when translating it to people who live in a tropical climate since 
they do not have the concept of snow, They also reject his 
suggestion to replace the Biblical expression "to greet another witli 
a kiss" by "to give a hearty handshake all around" when translated 
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to people to whom the kiss would have a completely different 
incaning. 
Komissarov (Ibid. ) believes that one of the most important 
advantages which a TL receiver enjoys by the translation from one 
culture into another is the recognition of new facts and ideas which 
exist in the SL, and the way he widens his horizon and knowledge 
in . order to be able to recognize other peoples' culture customs, 
beliefs and symbols to be known and respected. Hence, TL readers' 
abilities in understanding an SL message should by no means be 
underestimated. 
Komissarov (1991) criticises Nida for depending for his theory 
inainly on the Bible and considers it an exceptional case becauseof 
the kind of linguistic expressions it uses as well as the language, 
which-is often figurative, sometimes vague and mystical. 
I, think Komissarov and Bassnett-McGuire have a point in objecting 
to the concept of dynamic equivalence, which aims to replace one 
concept by another when it is absent from the TL, making the TL 
reader ignorant of the actual facts that exist in the SL. However, if 
dynamic equivalence is the only solution found in - achieving a 
better understanding, one can not dismiss it as a totally 
unsuccessful attempt. This particularly applies to some cases where 
the SL text may appear too offensive to the TL readers in which 
case the translator may have no choice but to change that part. This 
might happen in the case of translating offensive political speeches 
or, advertisements. More examples will be illustrated in the coming 
chapters. 
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Problems of Equivalence 
Hervey and Higgins (1992) discuss the problems which the issue of 
objective equivalence face in translation. They believe that tile 
principle of 'equivalent' effect in translation is somehow misleading 
for the following reasons: 
(1) The suggestion that the TLT should have on its audience tile 
same effects that SLT had, raises a serious problem of knowing 
exactly how any particular text receiver responds to the text and the 
degree to which texts have different interpretations even for tile 
same individual on different occasions. Before being able to assess 
objectively textual effects, one needs to seek help frorn a detailed 
and accurate theory of psychological effect; 
(2) Tile principle of equivalent effect takes for granted that the 
translator can tell in advance the effects on the intended audience. 
This makes the translator substitute his own subjective 
interpretation of the SLT effects on the text receivers in general as 
well as for the effects of the TLT on its intended receivers. 
(3) The smallest cultural difference between the SLT receiver and 
the JLT receiver could produce an important dissimilarity between 
the effects on both kinds of receivers. Such effects may, at best, be 
similar but they can never be the same. 
(4) The factor of time is a serious problem which stands in the way 
of objective equivalence. in other words, the translator would not 
be able to know how the audience responded to a given text when it 
was first produced. Even if die translator is able to determine how 
the audience responded, lie will be faced by another problem that is 
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to decide whether the effects of the TLT should be matched to the 
effects on the SLT original audience or on the audience of amodern 
SL. 
Dan Shen (Acostello 1991) argues that the original text always has 
various responses from different kinds of receptors. This inakes the 
question of equivalence more complicated in the sense that it would 
be impossible for the translator to know about all these different 
responses and which one to take care of in his translation. A similar 
point of view is shared by Carson (Acostello 1991) who believes 
that it is very difficult to expect to have the same response from 
people of different generations as well as from a vastly different 
culture. lie argues, therefore, that a good translation should be that 
which provides the TL reader with the total informational as well 
as the emotional and the connotational content of the original 
inessage. 
Condition for Translation Equivalence 
The translator should not take for granted that he is absolutely free 
to' make in the text any changes he wishes for there-are limits to 
such explanatory additions and/or expansions. 
Nida and Taber (1969: 118-9) give the following priorities to what 
should be transferred in the process of translation: 
"I- At all costs, the content of the message must be 
transferred with as little loss or distortion as possible. It 
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is the referential, conceptual burden of the message that 
has the highest priority. 
2- It is very important to convey as well as possible the 
connotation, the emotional flavor and impact, of the 
message. This is harder to describe than the first, and 
., even harder to accomplish, but it is very important. 
3- If, in transferring from one language to anothýr the 
content and connotation of the message, one can also 
carry over something of the form, one should do so. But 
under no circumstances should the form be given 
priority over the other aspects of the message". 
The limitations on translations which are imposed by differences in 
cultural environments are sometimes cTitical. Such limitations are 
often determined by the TL reader's knowledge of the alien culture. 
Mette Iliort (Bassneit-McGuife & Lefevere 1990: 5) states that 
"Norms, rules and appropriateness conditions are liable 
to change. Translation made at 4ifferent times therefore 
tend to be made under different conditions and to turn 
out differently, not because they are good or bad, but 
because they have been produced to satisfy different 
demands. It can not be stressed enough that the 
production of different translations at different times 
'does 
not point to any 'betrayal' of absolute standards, but 
rather to facts of life in die production -and study- of 
translation". 
Hervey and Higgins (1992) maintain that in cases where there 
exists,. a standard communicative equivalent for an expression that 
occurs in the SLT, this equivalent should be given preference by the 
translator. However, if there is no standard communicative 
equivalent to a particular concept that occurs in the SL and which is 
strange to the culture of the TL, culturgi borrowing should be given 
preference by the translator. 
Language & Culture Role. in Translation 
Language., and culture are clearly the two dominant perspectives that 
make, jranslation indispensable and complicated. As the world 
contains. many different languages, interlingual communication, i. e. 
communication between people belonging to different languages, 
cannot be achieved unless the linguistic obstacles are somehow 
o- vercome. Therefore, language, or differences in languages, is the 
main, re4slon for translation. We translate from SL to TL in order to 
make the interlingual communication possible. 
j 
Tile cultural dimension in translation is another significant element 
for a successful transfer. Communication is not possible unless tile 
transferred message through speeches or texts is understood by the 
commu'rucants. However, such an understanding is difficult to 
achieye unless the information contained in the language units is 
accompanied by background knowledge of facts alluded to in the 
message. Usually, people belonging to the same linguistic society 
are members of a certain type of cultqe. Tience, they share almost 
the same traditions, habits, ways of doing and saying things. They 
share the same knowledge with regard to their country such as 
geography, history, climate, its political, economical, social as wqll 
as,. cultural institutions, accepted morals, taboos, etc. 
lt, js. ý. clear that this common ýqQwj; dge might be. limited and 
consequently endanger the degree of wderstanding in the case of 
interlingual communication involving p; ople belonging to differpot 
cultures., In such cases, translujoij does pot only involve 
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transmission of a message from one language into another but also 
a transmission of anodier culture. 
To translate efficiently from an alien language into his or her own 
language, the translator has to put himself or herself in the place of 
his/her reader and start to identify the problems. He must identify 
the 'situations where there is cultural overlap and try to bridge the 
gap caused by the cultural distance between the two languages. 
very language carries its own genius. In other words, each 
language contains certain distinctive characteristics w1lich 
distinguisli it froin other languages. This appears in the level of 
word-building, capacities, techniques for linking clauses into 
sentences, markers of discourse, style, text types such as poetry, 
proverbs, advertisement, argumentative* text, expository text, legal 
text, etc. All these aspects of language stem from the richness of 
language in both structure and vocabularies determined by the 
cultural. focus of that language. 
Cultural Translation 
Cultural translation is considered to be one of the most essential 
and , complicated translations. If the translator does not have any 
cultural background of the source language then he will face 
diffiiýulties conveying the whole meaning of the cultural patterns 
that, are included in the original text. 
Nida ' and Taber (1974: 199) view culturol translation as: 
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. 
"A translation in which the content of the inessage is 
changed to conform to the receptor culture in some way, 
and/or in which information is introduced which is not 
linguistically implicit in the original". 
-I, 
tI 
Larson (1984) believes that one translates culture and not language. 
lie (431) argues that: 
"Language is a part of culture and, therefore, translation 
from one language to another can not be done 
adequately without a knowledge of the two cultures as 
well as the two languages structure". 
The translator's freedom in explaining the cultural expression in the 
TL text has been discussed by Newmark (1991c: 74) who believes 
that: 
"the only problem is the degree to which the cultural 
expression is to be explained in the translation, which 
may range from not at all..., through a few hints to a full 
explanation in terms of functional or even TL cultural 
equivalent". 
Cultural Untranslatability 
Cultural differences are always one of the main causes of 
translation problems, particularly if both languages belong to a 
totally different background. Catford (1965) differentiates between 
what ' lie calls "linguistic" and " cultural" untranslatability. The 
former is due to the linguistic differences between the SL and the 
TL-' The latter, however, occurs "... when a situational feature, 
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functionally relevant for the SL text, is completely absent from the 
culture of which the TL is a part" (Ibid : 99). The latter is the only 
concern of this research, however. An example that is appropriate 
here is the habit of an Arab man who swears to divorce his wife for 
such and such, or if such and such does not happen varying from 
one situation to another. A man in one situation can say: 
uj-, 
Wl J-, A; -j sýýl ULC. 
which literary means 'I swear to divorce my wife if you do not do 
that. particular thing'. In another situation lie can say: tWý, L'Ic, 
a-Lý L-%J-4 r-K. - -1--11 which again means 'I swear by the divorce 
of my wife that no one will pay the dinner but me. 
This notion of swearing by divorce is very popular in the Arab 
world and its frequent use varies from one place to another and is 
well known in the Arab culture. In the first example a man swear's 
an' oath to prevent someone from doing a particular job as a sign of 
good will depending on the context where and when this particular 
utterance is used. In another situation, like for example a man to his 
wife, this can be used or taken as a threat or warning. For instance, 
if the wife insists on visiting her parents very frequently whether lie 
likes it or not and lie wants to stop her from going, lie miglit'resort 
to the oatli of divorce as in the first example. If, therefore, she 
disobeys him by going to her parents after lie utters this sentence 
then she will be divorced. 
In the second example the utterance can for instance, take place in 
a restaurant, where a number of people go for a meal and each of 
them , want to pay for all of them. In such a situation, where every 
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one wants to pay usually one of them swears by the divorce of his 
wif& that lie will pay. As soon as he utters this sentence then 
everyone respects his word and lets him pay. If therefore, he is 
disobeyed then his marriage inight break up and as a result lie has to 
go , to a judge, an equivalent of 'priest', to tell him about what 
happened and ask if that disobedience dainages the religious law of 
his marriage. 
From an Islamic point of view the concept of swearing by divorce 
is prohibited, bu t people still use it despite the strong view by 
Islamic scholars against those who use it. As we are concerned 
more here with the problem of translating this concept of swearing 
by divorce into English we will limit our discussion to the 
possibility of its translation into English. 
As far as the concept of cultural untranslatability is concerned we 
believe this notion of swearing by divorce can not be translated into 
English-linguistically or culturally. The reason for that first of all is 
its, absence froin the British culture and second that the target 
receiver will not understand the concept itself and as a result might 
have a strange attitude towards it even if the concept is being 
explained by complex paraphrasing. Along with many other 
cultural concepts which exist and are accepted in one culture and 
which are untranslatable to other cultures as the target receiver will 
perceive thein as alien and awkward, I believe this concept cannot 
be translated into English. 
This view has also been endorsed by Bassnett-McGuire (1980: 30- 
31) who sees culture as something difficult to translate. Bassnett- 
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McGuire covers some examples from languages which belong to 
different backgrounds, such as the large number in Finnish for 
variations of snow, in Arabic for the different aspects of camel 
behaviour, in French for types of bread, etc. Such examples put the 
translator face-to-face with translatability problems. 
In, 
1- 
distinguishing between the words and expressions in the SL 
which express physical phenomena and those. which represent 
mental notions, Newmark (1981: 134-5) states that 
"theoretically, all physical phenomena should be 
translatable accurately, as they are concrete and in the 
sensible world, whilst mental concepts should be 
untranslatable, as they are ideal and peculiar to one 
individual". 
I 
Degree of Translation Loss 
The issue of whether there could be full equivalence translation 
between different languages has always been put to question. 
Sultana (1987) argues that no matter what translation attempts are 
being made, it is impossible to have a full substitution of the SL 
text into the TL text. This is because of the differeiwnature of 
languages and their meanings. 
Nida (1964: 156) states: 
"Since no two languages are identical, either in the 
meanings given to corresponding symbols or in the ways 
in which such symbols are arranged in phrases and 
sentences, it stands to reason that there can be no 
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absolute correspondence between languages. Hence 
there can be no fully exact translation. The total impact 
of a translation may be reasonably close to the original, 
but there can be no identity indetail". 
Song '(1991) pointed out that iliere is no absolute interpersonal 
communication, nor can anyone expect there to be. Absolute 
co mmun i cation is a very difficult target even within tlieý same 
language. De Waard and Nida (Song 1991) maintain that- even 
between two scholars discussing something in their field of specific 
competence there will be always some kind of loss in the 
communication. Such a loss could be at least twenty percent. 
Therefore, there is always some loss to be expected in translation. 
Catford (1965: ) pointed out that 64% is the maximum achievable 
goal in the TL. This is an essential factor in discussing fidelity in 
translation. Information loss is considered to be the main reason for 
(lie inevitable imperfectness of communication. The translator's 
main job is to try to keep such loss to a minimum degree. 
Zdenek Salzmann (1960) 'argues that aesthetic translation that is of 
particular original source is only an approximations. In other words, 
such translation fails to produce a successful equivalence for the 
same reasons that are caused by some other morphological 
translation to be intrinsically non-equivalent. 
Literary Translation 
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, ý. source of problems of translation emerges from the area of 
litera! Ure. Literary works usually include some complex textual and 
contextual aspects which may not be in translation reduced to a 
centered and final understanding. Such problems are determined by 
cultural references (i. e. intertextuality), style, genre, semiotical 
signs, peculiar social and cultural experiences which demarcates its 
unique identity from other cultures. 
Literature also uses vocabularies which are associated with 
historical experience where people of that particular society can 
compose their cultural past in which they remember and participate 
in -this experience when it is used in a context. These contextual 
specifics which are the foundation of any specific cultural 
environment will be accompanied by certain cultural connotations 
of the SL culture. With regard to these contextual specifics of the 
SL -culture which would demand equivalence in terms of relevance 
in the TL culture, Balasubramanian and Mohan (Talgeri 1988: 3) 
point out that "While a translation is theoretically possible, it still 
inay, not relate at all to an audience if the reality being represented 
is not familiar to it". 
Talgeri (1988) believe that translation of poems appears to convey a 
different meaning and have no resemblance to the original. Kabari 
(1988) argues that translations of poems "... are new creations, 
imitations of an imitations and are thrice removed from reality". 
The - identity of cultural literary works usually take their roots 
from 
habitual characteristics maintaining their validity within a specific 
cultural region. This particularly applies to works which have been 
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produced at a specific time of historical development. However, a 
specific literary work which is produced for a cultural region goes 
beyond the era of its immediate historical context, transcends the 
time obstacles and becomes a classic, which interacts with different 
ininds with different cultural and historical backgrounds. These 
works range for example from T. S. Eliot's Waste Land to 
Shakespeare's works to the Holy Books of Christianity and Islam. 
Such world classics have had their influence on the minds of 
different audiences across the ages. 
An example that is very suitable here is that of Najeeb Mahfouz 
Novel Midaq Alley, which talks about a specific area in Cairo and 
the. life story of its people (See appendix 2.1). It is as follows: 
LS 
Translated by Le Gassick (1981: 11) as: 
"There, they started a small party which would not end until the 
dawn gave enough light to distinguish "a black from a white 
thread". 
in ý this example the writer is alluding to a verse from the Qur'an in 
sura . 
Al-baqara which cites as follows: 
Aj I &u r5j, 
ajouz ru, 
Translated by Ali as: 
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Pennitted to you, On the night of fasts, 
Is the approach to your wives. 
They are your garments. And ye are their garments. 
God knoweth what ye Used to do secretly among 
Yourselves; But lie turned to you And forgave you; 
So now associate with them, And seek what God Hath 
ordained for you, And eat and drink, 
Until the white thread Of dawn appear to you 
Pistinct from its black thread; 
'''Then complete your fast Till the night appears". 
The writer here is intending to be ironic exploiting the fact that 
there is a great distance between those people who gathered to take 
hashish and the Qur'anic verse which intends to tell Muslims to stop 
eating to be prepared for fasting the coining day. The English 
translation does not indicate the Qur'anic reference. In this, it fails 
to , show the ironic intention behind the comparison of the actual 
Qui'anic obedience and those who spend their nights smoking 
hashish.. As a result, the TL reader would not appreciate the 
intended irony vyhich is associated with the flavour of the original 
SL culture. 
Thus, - different languages frequently reflect different connotations 
and feelings because of differences in cultural roots. T think, had the 
translator managed to explained the intertextualty ' of the SL 
embedding it within the TL text or used a marginal footnote 
explaining the ironical context of that particular situation with the 
original meaning of the Queanic verse, he would have at least 
shown'some efforts in handling the problem. 
Lulua (1988) seems to have found difficulties in translating these 
classics in a sense that they were composed in different languages 
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of an* earlier period. lie believes that the tTanslation of the classics 
does in fact cause a' hermeneutic problem in transferring the 
essence of the SL which is, on one hand alien, and on the other 
hand, - belongs to a distant past. Since to transfer the content of such 
temporally and spatially distant texts into a modern language is 
considered to be one of the most crucial aspects of literary 
translation. Lulua links these aspects with reference to the 
translation of the Bible into Arabic which has caused linguistic, 
lienricneutic and also cultural problems. The major problem of 
Biblical translation is mainly stylistic according to Lulua. Ile also 
argues that a translation of the Quean into any other language does 
not lend itself any where closer to the original meaning of the 
verses. That is to say it is impossible to render the spirit of the 
language as well as the sublimity of style into any other language 
apart from that of the original Arabic. Hence, Lulua suggests that 
the word "rendition" would be a more suitable and ambiguous word 
to ý use in order to avoid the definite word "translation". 
Lotfipour-Sacdi (1988: 120) cites Widdowson's views on the 
discourse of literature as: 
"Literature discourse is dissociated from an ýinmediate 
social context and its meaning has to be self-contained. 
What the writer has to say cannot of it nature be 
conveyed by conventional means and in consequence lie 
has to devise his own fashion of communicating". 
In , discussing the translation equivalence of literary texts 
Widdowson (Ibid: 127) states that: 
"... An understanding of what literature communicates 
necessarily involves an understanding of how it 
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communicates: what and how are not distinct. It is for 
this reason that literary works cannot be satisfactorily 
paraphrased or explained by any single interpretation". 
Wellwarth (Talgeri 1988: 32) states that in a literary translation 
11what is required is the recreation of a situation or cohesive 
semantic block in the new language in terms of the cultural setting 
of,, thacý language". This means that what a literary work requires is 
not merely the transference of morphological words or a step-by- 
step transference of semantic values, it is rather the recreation of a 
situation in terms of the TL cultural setting. 
Kaliari (1988) points out that the recognition of cross-cultural 
communication in a literary work is paying attention to the way in 
which language is used to indicate social relations. In other words, 
specific terms are used to indicate familiar and other social 
relationships or to show the status people occupy in society as a 
whole. Furthermore, language, symbols are used to designate 
certain referents which are absent from the other culture. 
One would assume that a humourous tone is probably more difficult 
to render into a foreign language by means of a translation than are 
other_ types of ernotion. This is due to the density of cultural 
elements and the linguistic specificity of humour. In translating 
texts that are very humourous the problem is not so much caused by 
the textual specifics but by the contextual relevance. Therefore, the 
effect of such comics may not be conveyed easily into the TL as in 
each society humour is manifested through its own background 
behaviour which is shared by the producer and the receiver based 
on their mutual background. 
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Levy-- (Kahari 1988) regarded literary translation as the theory of 
togenre". lie believes that literary translation equivalence ought to 
be . -taken as a kind of "transcreation" and not as "re-creation" or 
simply translation. This suggests that the translator of a literary text 
should be to a certain extent an author or a poet himself for him to 
make , the transcreation of the specific rhyme and rhythm appear as 
that of the SL. 
Differences between Technical and Literary 
-rranslation 
Trivedi (Spitzbardt 1988: 134) argues that 
"It would appear that the degree of translatability 
between two languages depends to a very great extent on 
the similarity of the cultural structure, source and target. 
If the cultural structure in the background of the SL is 
remote from the cultural structure of which is the 
background of the TL, translation from one to other 
presents a number of difficulties. This is the reason 
wily... a native Englishman finds it difficult to 
understand a translation meant for Indian readers". 
Harry (Ibid. ) argues that equivalence of both literary and scientific 
translation means the "retention" of information content in the 
translated TL text emphasising that the conception which claims 
literary text requires more creativity and stylistic innovation than 
the scientific-technical is wrong. 
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Although texts may differ in terms of style and register features, 
however, both texts require new "creativity" in the n, 
pragmatically and semantically. The main difference is therefore 
text-type and not translation. This means that while literary-artistic 
translation is always accompanied by the social cultural background 
inherited in the important role of its language, it is not always tile 
case in the domain of scientific-technical translation. For example, 
the invention of a new computer science cannot be modified 
according to the cultural settings of the TL. This example is very 
relevant to our work from English into Arabic. 
I believe that although, in both cases the translation is to some 
extent dependent on the text typology of the material, both texts 
require the recreation of ideas and emotions and not merely the 
transference of words which stand as the symbols representing 
them. 
In other words, in translating a literary text one is expected to be 
more inlerprelive and sufficiently equipped with artistic skills and 
feelings, whereas in scientific-technical translation the translation 
depends heavily on factual knowledge, something which makes it 
less complicated. It means that the latter requires more emphasis on 
the informational content and not as much as on its aesthetic form, 
grammatical pattern, or the cultural context, which are all 
subsidiary to the practical, communicative-functional aim in the 
transformation of the matter-of fact information frorn the SL to the 
TI,. 
103 
The Notion of Text Type 
Many- attempts have been made to produce a classification of text 
typolog, y. The problem that faces any of these classi f"i cations is the 
multifunctional nature of any text i. e. any text would display more 
than one type. Thus any approach to the classification of text 
typology should take into consideration this multifunctionality. 
Text is defined by flatim (1992: 352) as 
11 ... a sequence of mutually relevant sentence elements, 
put together within a particular structure fonnat and 
displaying recognizable patterns of texture, all in the 
service of a given rhetorical purpose". 
The term "rhetorical purpose" is very important here. With a 
rhetorical purpose in mind, the text producer formulates and 
communicates a message. In other words, in exposition we engage, 
if] counter-argumentation we counter-argue, and ill through- 
argumentation we through-argue. Finally, in texts such as treaties, 
contracts, etc. we instruct. This means that in Hatim's approach, 
text-type falls into three categories: (1) exposition under which 
comes; descriptive exposition which focuses on objects in relations 
to space, narrative exposition which focuses on event in relations to 
time; and conceptual exposition which focuses attention on 
concepts with regard to some forin of either analysis or synthesis, 
(2) argumentation under which comes overt argumentation which 
focuses on allitudes as well as beliefs seen within an explicit 
opposition to some explicitly cited thesis, and covert argumentation 
which focuses on attitudes as well as beliefs seen within the 
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substantiation of a cited thesis, and finally (3) instruction which 
focuses on the formation of future behavior either with option ( as 
in advertising) or without option (as in treaties). The former will be 
dealt with in the data analysis of advertisements in the coining 
chapters. 
Although it is admitted that text is of a multifunctional nature, yet, 
we have to submit that there is no more than one predominant 
rhetorical purpose in one given text. Of course, there might be other 
purposes in the same text but they are actually subsidiary to the 
predominant overall function of the text. The case is not rare where 
we find a mixture of narrative, descriptive and argumentative in one 
and the same text. This is due to the very hybrid nature of the text. 
The text receiver might encounter another kind of hybridization 
which is in fact more problematic. This might be considered an 
intertextual hybridization which takes place when, in a very subtle 
manner, a text is moved to another type and intended to serve 
another purpose. This happens 'when keeping some of the properties 
of the original type. In fact, there are some cases where the shift in 
the same text from one type to another is not that radical. 
De Beaugrande (1980) and De Beaugrande and Dressler (1981) 
have also studied text typology. They suggest that discourse action 
or situations and the speaker's intention appears to be the 
detennining element between text-types. They view text-types as 
linguistic products stemming froin the function of the texts. 
According to De Beaugrand and Dressler (1981*186), the term text- 
type is identified as following: 
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"A text-type is a set of heuristics for producing, 
predicting, and processing textual occurrences, and 
hence acts as a prominent determiner of efficiency, 
effectiveness, and appropriateness". 
In their approach to text-type, they suggest that certain kinds of 
texts can be used in certain situations with more or less the same 
function because of the connections they are acquiring. Hence, text- 
type conventions have an important role to play both in the mind of 
the writer who complies with the conventions in order to realize 
successfully his communicative intentions, and ' in the mind of the 
reader who may conclude the writer's intention from the 
conventional forin of the text. 
Werlich (1983), on the other hand, distinguishes between text and 
non-text, considering the variables completion and coherence as the 
main determining factors. lie has categorized five text-types: 
descriptive, narration, exposition, argumentation, and instruction. 
This means that Werlich, contrary to Ilatim, is reluctant to consider 
description, narration and exposition as one and the same text 
typology. 
Kinds of Meanings 
1. Denotation and Connotation 
The terms denotation and connotation are aspects of a word's 
meaning. Denotation refers to the literal meaning of a sign which is 
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directly present and precisely identifiable. Connotation on the other 
hand, refers to meanings which lie beyond denotation, but are 
dependent on it. Connotative readings of signs are introduced by an 
audience/viewer/reader beyond the literal meaning of a sign and are 
activated by means of conventions or codes. Bartlies (1967a: 91) 
developed these notions in 'Elements of Semiology, in which lie 
says: "The first system (denotation) becomes the plane of 
expression or signifier of the second system (connotation)-the 
signifiers of connotation of the denoted system". 
We, the readers/listeners, can only infer the sense of the two 
'aspects' by our knowledge of the world, i. e. cultural codes as 
associative meanings, without which the second aspect 
(connotation) cannot be reached. 
Cultural code, according to Eco (1976: 130-4), "is a system of 
significant units with rules of combination and transformation. In 
sum, a code is a system of rules given by a culture". The cultural 
codes, then, are a set of rules which enables the denotative meaning 
to take on extra connotative meanings. There is a wide range of 
both individual and social associations that are involved by 
connotation. Some words are avoided by certain people simply 
because these people have very stTong emotional reactions to these 
words. 
Larson (1984) believes that connotative meanings are more often 
than not related to culture. Words which have some connotative 
meanings in one language and culture do not necessarily have the 
sarne connotative meanings in another language and culture. In 
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other words, a word that has a positive connotative meaning in one 
culture might have a negative connotative meaning in another. This 
means that, in the words of Mouakket (1988: 209), "Different 
languages frequently reflect different connotations and associations 
of feeling because of differences in cultural roots". As far as 
translation is concerned, a word may have the 'same referential 
meaning but different overtones. This must be carefully taken into 
consideration in choosing a suitable word to be used in the 
translated text, otherwise there might be a meaning that is wrongly 
conveyed. 
The best example here is the word _, e. jL-4- 
in Arabic which means 
f1pig" in English. Besides the feeling of dirtiness this word has in 
Arabic, it has a worse connotation than its equivalent in English. 
Thus, according to the Islamic teachings, pork is absolutely 
forbidden. Mat I want to arrive at at this point is that there are 
degrees of negativity and neutrality. On the level of negativity, the 
word 'pig' in English shares with its counterpart Arabic the concept 
of dirtiness, however, the word is considered to be somehow 
neutral in English in the sense that it is neutral or even normal to 
eat pork in the Christian religion. Thus, these degrees of neutrality 
are determined by the conceptual beliefs of acceptance and 
rejection based on "the society's cultural, social and religious 
mentality. 
The other element that is shared by both English and Arabic with 
regard to the concept of 'pig! is when the word is used forswearing. 
For instance, in English one can say " you are a pig" or "pig" by its 
self, in which the neutrality changes in this context or situation into 
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complete negativity. That is to say, words or concepts do not only 
connote two extremes, i. e. positive or negative, but they vary in the 
degree of positivity and negativity. Like for instence in English, 
'pork' is more neutral in connotation than 'pig'. This connotational 
variation become neutrality in some circumstance depending on 
how, where and when it is used. 
Taboo is a very important area where words have different 
connotative meanings in different languages. It is known that words 
which have a heavy negative taboo always result in what is called 
euphemism. The existence of euphemistic expressions for some 
words indicates that these words might have a heavy negative 
connotation. In some cultures there exist positive taboos which give 
rise to particular connotations of meaning. . 
Connotative meanings that are associated with the speaker are 
nonnally classified according to the following: the age, the sex, the 
social status, the religious affiliation, the educational level and 
finally the occupation of the speaker. 
There are different connotations associated with circumstances of 
speech. Clouds mentioned to a Bedouin living in the- desert would 
be associated with the image of water and life while it would never 
have such a connotation for a man who lives in a jungle for 
example, or for a man who lives in Britain and who is fed up with 
the wet weather. The attitude of the Bedouin in the Arabian 
peninsula when there is a lack of rain for a while is that lie starts to 
perform a special prayer to God to send some clouds and rain. 
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However, the attitude of the British man when looking at (lie 
cloudy sky is something along die lines of "Oh notagain! " 
2. Situational Meaning 
Situational meaning is very important to the understanding of a text. 
The production of the message takes place in a given 
communication situation. This communication is affected by the 
relationship that exists between the text producer and the text 
receiver. The place where the communication takes place, the time, 
the age, the sex, the social status of the text producer and the text 
receiver, the relationship that exist between them, the 
presuppositions that are brought to the communication by each one 
of them, the cultural background of both the text receiver and the 
text producer, and many other situational inatters give rise to the 
situational meaning. A person called Edward , 
for example, may be 
referred to by many different lexical items (Edward, Mr. Edward, 
Professor Edward, etc. ) depending on the situation. The choice of 
the lexical item carries situational meaning. It may show whether 
the situation is informal or formal. A friend of this Edward may call 
him Edward when greeting him in the morning on the street. The 
same person may call him Professor Edward in the afternoon when 
introducing him at a university meeting. Thus, situational meaning 
is indicated by different lexical forms. 
A given text may be completely incomprebensible to a person wbo 
is not aware of the culture in wbicb the language is spoken since 
there exist a lot of situational ineaning. Wben sucb texts are 
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translated into another language the situational meaning in the SL 
may need to be inade more overt if the readers are to receive the 
same total meaning. 
3. Attitudinal meaning 
Attitudinal meaning is defined by Hervey and Higgins (1992: 103) 
as the 
0 
11 ... pail of the overall meaning of an expression which 
consists of some widespread attitude to the referent. 
That is, the expression does not merely denote the 
referent in a neutral way, but, in addition, hints at some 
attitude to it". 
The attitudinal meaning might be illustrated in the different names 
used for the police. In other words, it makes a lot of difference if 
the police are called "the fuzz", or "the police". The degree of 
hostility, the degree of familiarity, etc. varies from one word to 
another as well as from one context to another. 
The attitudiiial meaning is very difficult to define for the simple 
reason that it, being controlled by the vagaries of usaýe, is subject 
to change very quickly. This can be illustrated by the evolution 
through which the word "Tory" passed. This word was originally 
used as a term of abuse brought ftoin the Irish word "toraidlie", i. e. 
apursuer, which first applied to the Irish bog-trotters and robbers, to 
the most hotheaded asserters of the Royal perogativc as defined by 
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the Chambers English Dictionary. Later it was used proudly by the 
parties so labeled. 
4. Affective meaning 
Affective meaning is defined by Hervey and Higgins (1992: 104) as 
the 
11 ... emolive ejPLcI worked on the addressee by the choice 
of expression, and which forms part of its overall 
meaning. The expression does not merely denote its 
referent, but also hints at some attitude of the 
speaker/writer to the addressee". 
The best examples of expressions that carry affective meanings are 
features of linguistic politeness, rudeness, flattery or insult. The two 
expressions "Would you mind not talking" and "Will you belt up" 
have the same literal meaning that is "Be quiet", however, they 
differ in the overall impact in terms of affective meaning. In the 
former the affective meaning in some contexts is polite and 
deferential, and in the latter it is impolite and insulting. This means 
that the implied attitude of the speaker towards the listener results 
in the production of different emotive effect in the ab6ve-mentioned 
examples. This does not only apply to imperative forms but also to 
statements and questions where we can - find the same literal 
meaning but different affective meanings. This can be illustrated by 
the difference between "Where are the toilets? " and "Where's the 
bog? ". 
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Translators should have the ability to identify the affective 
meanings in the SLT. They should also make sure that what they 
are producing in the TLT is not an affective meaning that is 
unwanted in the SL. Difficulties can result from the obscurity of an 
apparent allusive meaning in the SL. The translator in such a case 
may need to do considerable research to identify the allusion. Even 
when the allusion is widerstood, the translator encounters another 
problem if there is no parallel to it in the culture of the TL. 
Implicit and Explicit information 
Infon-nation that is communicated in a given text can be either 
implicitly or explicitly expressed. As a matter of fact, both kinds of 
information are pail of the meaning of the whole text. In the caseof 
the implicit information, some meanings are implicitly. 
communicated and left for the target receiver to understand. It is 
this way, according to Newmark (1988), that die reader is made to 
exert some efforts to make his way through the text. Explicit 
information, on the other hand, is the information that is stated in 
an overt manner by lexical items and grammatical forms. 
Wlien producing a text, the amount of information that is included 
in the text depends on the amount of shared information that 
already exists between the text producer and the text receiver. 
Wien we talk about something, we do not include some 
information because we know that the addressee already knows 
that, and it might be a kind of insult or underestimating of the 
other's intelligence if we insist on mentioning this information. This 
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is why in every communi cation there is an mnount of information 
that is left implicit. The reason behind keeping some information 
implicit could also be because this information is stated somewhere 
else in the text (cf. Grice inaxim ofquantity). 
The translator should take care of both implicit and explicit 
ineanings with no underestimation or negligence whatsoever to 
either of them. The most important question which faces the 
translator is when to supply the information which is made implicit 
in the SUE This does not mean that the translator should add 
information that is absent but rather information that is a pail of the 
text that fie is translating. Implicit information must be added only 
when it is necessary for the communication of the correct meaning 
or to insure a natural form in the TLT. Most of the time, the former 
kind of necessity results from cases when the SLT audience share 
information with the SLT producer which are not really shared by 
the TLT receiver. This lead us to the notion of redundancy and 
ellipses which will be discussed in the following section. 
Redundancy & Ellipses 
Nida (1964) states that 'language tends to be 50% redundant. That 
is to say, it seems to reflect a kind of equilibrium between the 
unexpected and the predictable'. However, information which is 
unexpected or predictable for the SL reader may not be for the TL 
reader. Moreover, redundancy occurs at several levels within a text. 
It may be grammatical, lexical, rhetorical, cultural, etc. Types of 
redundancy allowed in one language may not be allowed in 
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another. As Hatim and Mason (1990: 94) state "What is required for 
any given communicative purpose within the TL eultural 
environment is then a matter of the translator's judgment". 
Redundancy and ellipsis are pragmatic features of the text. They are 
pragmatic in the sense that they are used by the writer as a function 
of the readers lie has in mind and his assumptions as to how much 
they already know about the subject he is dealing with. If a writeris 
to respect Grice's maxim of quantity, he has to balance the amount 
of redundancy as compared to ellipsis, so that he makes his 
"contribution as informative as is required for the current purposes 
of the exchange and does not make his contribution more 
informative than is required" (1964). If we give too much 
information, then we lose the attention of our readers or create 
ironic effect. But if we leave out too much information, we may fail 
in conveying adequately the range of meanings intended by the 
writer of the SLtext. 
Translation is a text oriented event, i. e. it is a procedure leading 
from a written SL text to an equivalent TL text. The translator's 
link with the two texts is his duty to transfer the various aspects of 
meaning contained in the SL text into the TL text, while, at the 
same time, respecting the intentions of the writer and responding to 
the needs of the reader. 
The translator must not only analyze die text to be translated 
effectively but must also carry it over adequately into the TL text. 
In accomplishing his task, the translator must rely on his textual 
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discretion and his transfer competence, i. e. on his interlingual text 
capability. 
According to Hatim and Mason "... the notions ellipsis and 
redundancy are seen to be pragmatic variables, entirely dependent 
on assumptions concerning the mutual cognitive environments of 
ST and TT users" (1990: 94). 
A writer usually addresses readers who share the same language 
and culture. Therefore, he assumes that they are familiar with his 
intentions when lie repeats certain phrases or when lie uses 
expressions which bring to the reader's mind other texts. However, 
the TL reader's "knowledge of the world" and culture may be very 
different. As translators, the amount of redundancy we put into a 
translation and the aspects which are elliptical are determined by 
our duty to convey the meaning of the SL. In other words, we are 
not really free to chose because the amount of redundancy or 
ellipsis we need is what is necessary to counteract the gap between 
the SL and the TL. 
An example that suits the conception of redundancy and the above 
discussion of the shared background knowledge between the text 
producer aud the text receiver which would require expansion if it 
is be translated into English is: This historical 
expression has occurred in an editorial based on an interview on 
Jordanian TV with the Kuwaiti representative of the Women's 
Union. 
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This text is highly argumentative in which the text producer is 
trying to tackle the Arab status quo, their crises and differences 
caused by the recent Gulf War. He is arguing that although humans 
sometimes have no choice but to face fate (e. g., the Gulf War) 
which can be sparked by very simple reasons, Arabs still belong to 
the same identity and blood no matter what their nationality. 
Therefore, it is time for tolerance, forgiveness and maturity- to 
forget the dark past and work together towards a prosperous future 
for our generations. 
The writer, therefore, refers to the historical war that took place 
centuries ago between two tribes in the Arabian Peninsula over a 
horse racing bet. It was named after the two horses- "Dahis and 
Ghabrac" To show the very simple and insignificant reasons 
behind that war which resulted in bloodshed for long time, the 
writer tries to show that the Iraq-Kuwait war was over an Oasis of 
Oil which should not have taken place. Ile knows the feelings of 
the general Arab readers regarding the Gulf war and its 
consequences for them and they share with him the knowledge of 
the historical event of Dahis and Ghabrac. 
To translate this historical intertextuality into English the TL 
readers would require an extra explanation. The following words 
are therefore suggested to make the TL receiver understand what 
Dahis and Ghabrac means: (the war of Dahas and Ghabra is the 
name of a war between two tribes over a horse race in the Arabian 
Peninsula a long time ago). 
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Although the TI. translation might seem quite long, it covers the 
whole cultural gap and distance between both languages. However, 
their response to the SL message may not be very effective fortwo 
reasons. Firstly, the cultural gap and second, their views with 
regard to the Gulf War (see appendix2.2). 
Ellipsis, on the other-hand, is to leave something out , i. e. clauses 
and items that it is not necessary to mention explicitly becausethey 
are understood by the reader. Kaite Wales (1982: 139) states that: 
"ellipsis in non-nal discourse is possible because the 
later's redundancy or surplus and predictability of 
meaning; and it is a common of implicit cohesion 
between sentences or utterances, usefully avoiding 
possible tedious repetition". 
The same atithor added that: 
"Ellipsis can be seen as grammatical structures which 
can be readily understood by the hearer or reader in the 
co-text or context, and which can be recovered 
explicitly" (Ibid). 
In translation, ellipsis occurs when the translator has to omit certain 
grammatical or lexical items in the SL text if they are not required 
by the TI, reader. When the receivers of both texts belong to 
different cultural backgrounds, this results in them having different 
kinds of interests. As far as translation is concerned, this has its 
roots- in the information theory. Sometimes, there happens to be 
some information which is presented in the SL text and which does 
not need to be relayed in the Tl. text. The following example taken 
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from a political speech delivered by Sultan Qaboos of Oman will be 
suitabI6 here for the case ofellipsis: 
L-J 161j,. j UIAAj ý-RJI L* 
41 
U-Lo -L-A L.; -Ul LF--j 
J-. r- pký Ij iA--4J Ij .. Lds-LA rL-j 
4-: 1s, AD 
The above example is translated by the Ministry of Information of 
Oman as follows: 
"Praise be to Allah Who has bestowed blessings upon us, Who has 
shown us the straight path, Who has revealed to us the ways oftrue 
guidance and commanded us to follow it, and Who has. exposed the 
abysses of corruption and urged us to shun them. And may 
blessings and peace be upon the Prophet of Guidance--Mobammed, 
may Allah bless him and grant him salvation". - 
As always political speeches use a highly rhetorical discourse for 
the purpose of persuasion and emotional interaction of their 
audicnce- political speeches are very highly argumentative texts. 
However, language usage and means of influence in such texts 
differ from one culture another. For instance, Arabic political 
speeches prefer to be very rhetofical in both. form and content. 
They are very much inclined to using religious discourse as Arab 
people are very influenced in their life by the usage of tile 
invocation of God and praying as a preamble which touches on the 
emotions of their audience. This lies in the fact that the Arabic 
language is very extravagant in its usage particularly in both rhyme 
and rhythm. 
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Thus, rendering the above example in the TL is not of any interest 
to the TLT receiver who belongs to another tone of speech and who 
is not used to hearing such a religious "preamble" from his 
politicians. 1, therefore, think the translator should not have 
rendered it as that paragraph does not carry any significant 
information for the TL reader (see appendix 2.3). 
The omission of a part or an item takes place when there is no 
place for it with regard to the reader or hearer of the TL, depending 
on the situation. This is because, as will be illustrated by the 
expression "British Gas" later in this section, what is redundant in 
one language could be omitted in another. According to Nida, 
"though ellipsis occurs in all languages, the particular structures 
which permit such omitted words are by no means identical from 
language to language". (1964: 227). 
My discussion of redundancy and ellipsis will relate mainly to 
Arabic and English. One major difficulty with regard to translating 
from Arabic into English is the fact that Arabic uses repetition more 
often than English. The Arabic language prefers to be explicit by 
repeating certain patterns and sometimes by paraphrasing. 
Repetition is one of the ways cohesion is maintained in Arabic texts 
as well as emphasis or persuasion. As M. Halliday and R. Hassan 
said: " The repetition of the same lexical unit creates a relation 
simply because a largely similar experiential meaning is encoded in 
each repeated occurrences of the lexical unit". (1985: 81) 
In contrast to English, Arabic cannot always rely on punctuation 
and paragraph structure to maintain the cohesion and coherence of 
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texts. For example, sentence boundaries which are marked in 
English by a full stop are marked in Arabic by the word "wa/j" 
meaning "and". If the word "i " were to be translated into English 
each time it is encountered in an Arabic SL text, it would look very 
strange to the TL text reader. Another major difference between the 
two languages is the fact that Arabic script does not make the 
distinction between capital and small letters. When names of cities, 
company names and other words usually written in English with 
capital letters are translated into Arabic, they are often preceded by 
a word indicating the meaning conveyed by the use of capital 
letters. For example, London is mostly referred to in business or 
news as the "City", where it would require an addition to the name 
of the city in Arabic such as " Z). U- t-; j. -L-/the city of London. The 
word 'company' would be added to a company name such as 'British 
Gas', which in Arabic would be translated as 11 3L: t- S,,. V the 
company British Gas". The translator sometimes has no choice but 
to adhere to the semantic structure of the TL in order to substitute 
an informal term in the Sl, if there is no equivalent in the TL. 
The translator need to be aware of the techniques of adjustment 
which are described by Nida (1964) as follows: addition, 
subtraction and alteration. For him, "The importance of these 
techniques are designed. to produce correct equivalence, not to serve 
as an excuse for tampering with the SL message". In my view, the 
translator's priorities are also determined by the needs of the TL 
reader. The SL and the TL texts, by the very fact that they are 
written in different languages will use different words, syntax and 
grammar. The important aspects of meaning which have to be 
conveyed are the pragmatic and rhetorical purposes of the text. The 
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adjustments which have to be made in order to keep within the 
linguistic constraints of tile TL require that the translator uses 
compensating techniques for the implicitly expressed meanings in 
the SL, such as paraphrasing and footnotes. 
Compensating techniques are most useful when the type of 
information which is not explicitly expressed in the SL is of a 
cultural nature or when it concerns internal current affairs. In the 
case of the Islamic notion of the word *)L. #6, literally meaning 
cleanliness, it is usually used in a religious context where it refers 
to the need for someone to carry out ablutions in preparing for 
prayer and other Islamic rituals. A footnote will, therefore, be 
needed in order to convey that meaning which is implicit in the 
Arabic ST. 
Problematic Areas in Cultural Translation 
Religion, politics, social traditions and technical terminologies are 
considered to be some of the most problematic areas in cultural 
translation a translator could encounter particularly between 
langti-ages which belong to completely different cultures such as in 
the case of English and Arabic. 
It is very important to mention here that the problems of 
translation do not so much stein from universal concepts as from 
the culture-specific. Since from the point of view of translation the, 
on one hand, " universal" concept is that which causes few 
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problems in 'equivalence', like for instance "pain, love, anger, 
hunger, etc., where these concepts are shared by human feelings. 
On the other hand, the "cultural-specific" is the concept whichitis 
impossible to translate without a thorough knowledge of the 
cultures between which the transfer of meaning is to take place. 
This problem can only be overcome (if at all) by a knowledgeofthe 
general cultural context of such concepts and thus, through an 
expansion of the subject matter, i. e. a broader definition of the 
meaning that is to be transferred. 
In this section, the above mentioned areas will be dealt with in 
detail and will be supported by examples from both languages. 
Technical Terminologies 
Landsberg (1976: 236) states: 
"For though any scientific truth can have some sort of 
expression- a linguistic expression- clearly, only if in 
both SL and TL vocabularies similar symbolic 
distinctions have developed, a purely symbolic use of 
words can be reproduced. Otherwise, either periphrases 
or entirely new symbols will be required, and the degree 
of correspondence is at the mercy of the translator's 
semantic competence". 
Since we live in an era of rapid technological advance and mass- 
communication caused mostly by the needs of supply and demand 
of both the Industrial countries and consumer countries , the floods 
of' new concepts and technical terminologies are becoming more 
natural day by day. However, the influx- of new concepts and 
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terminologies comes from the industrial countries wbile the 
consumer countries are always the ones who have to understand the 
new concepts and ideas. It is at this stage that problems of 
translation start to take place. In such cases, the translator has two 
options: either to do a kind of cultural borrowing for the translation 
of the new technological term, i. e. to keep the word as it is in the 
SL, or to translate it to the TL. Unfortunately, in the case of 
translating into the Arabic language, the translator most of the time 
opts for the former. This kind of translation is adopted under the 
pretext that the Arabic language is not well enough qualified to go 
hand in hand with modem technology. This view, however, is 
completely wrong since languages have huge capabilities and can 
cope with all circumstances and conditions. The translator opting 
for cultural borrowing has nothing to do with the weakness of 
language but rather with the weakness of the translator himself. The 
term FAX for example is translated into Arabic as OSU while, in 
my opinion, it could be translated as J)LJ1 ,a word which originally 
comes from jjJ1 which means "lightning" in English. By translating 
this ten-n as j)L41 we include both elements of rapidity and long 
distance and we avoid cultural borrowing to which a translator 
should never opt unless it is absolutely impossible to find an 
equivalent of the word in theTL. 
Another example would be the case of the "walkman" which is 
normally translated into Arabic as The translation which I 
would suggest here is JIjJ-1jft. -II which covers the concept of the 
term, namely the recorder of a small size and a light weight. 
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The third interesting example would be the case of the "video" 
which is usually translated into Arabic as jj. 4. This term could be 
translated into This translation covers the term 
"television" as well since without it the video does not work. By 
this I cover the concept of the video which includes a TV screen as 
wcll as a recorder. 
This argument concerning the huge capabilities- of languages with 
reference to technology has been dealt with in more detail in the 
first chapter of the current research. 
Religion 
Religion is one of the most complicated areas in the field of 
translation since religious beliefs and rituals differ sometimes very 
drarnatically between one religion and another. As a matter of fact, 
what is allowed in one religion might be taboo in another, what is 
not offensive to some societies could be very offensive to another, 
and so on. As a result, when translating a religious text the 
translator should bear in mind the feelings and experiences of the 
'I*L reader. 
In this special kind of translation, the translator, most of the time, if 
not always, finds himself obliged to explain to the TL what is 
meant by one religious concept or another. This explanation 
involves some kind of modification on the part of the translator. 
The following example involves some expansion since the term is 
absolutely unknown to the English reader. The concept of 5j, -, AJ1 in 
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the Islamic religion does not exist at all in the Christian societies. 
This concept has to do with a kind of Islamic ritual which, like a 
pilgrimage, involves a visit to the holy places in Mecca. However, 
what differentiates ij-wdl from a pilgrimage is that the formercould 
be performed anytime during the year and it is considered to be, 
religiously speaking, less important than the latter. Translating such 
a concept to a TL reader who is absolutely alien to such a culture 
would involve a kind of contextual conditioning, i. e. a procedure 
that highlights the message. Such a translation would be something 
like: "al-cunira, an Islamic religious ritual which is similar to the 
pilgrimage but less important". What I have suggested here is not a 
100% successful equivalence, but rather an attempt to explain the 
concept to the TL reader. However neither all the associative 
meanings nor the procedures entailed by - such a ritual (e. g. the 
question why it is less important than the pilgrimage, the clothes to 
be worn, etc. ). 
The translation of the Qur'an has always been a very problematic 
task. As a matter of fact, no translation of the Qur'an has faithfully 
transferred the exact original. This is due to the fact that the Qur'an 
is highly rhetorical and has a special scheme of its own in terms of 
rhyrnes of verses, assonance and rhythm, etc. 
Sometimes there is no doubt that extensive religious texts carry 
much more ambiguous material in that the ambiguity is inherent 
and can never ultimately be resolved. The greatness of such 
religious texts is always characterized by metaphor, paradox and 
rhetorical brevity. The special thing about the. vagueness of the 
Qm-'an's language is that it is there as a challenge to the human 
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capabilities of writing, not to mention translators, and it is the real 
merit of the Qur'an as well as a guarantee of the perpetual 
acceptance of its contents. 
Sometimes the reason behind the ambiguity of the meaning of a 
given word is the rarity of its use and tile cure for such cases is to 
resort to the comments 'given by the Prophet's Companions. For 
example, the word -ý - in almost all the translations of the Qur'an, 
is translated as 'Eternal'. This word occurred only once in the 
Qur'an (in Sara 112). The Sura. reads asfollowing: 
I- Say: lie is God, The One and - Only; La 
2- God, the Eternal, Absolute; 
3- fie begetteth not, Nor is He begotten; JJY. 
4- And there is none Like unto Him. JA5 '4j 
Ali (1946) found it difficult to translate the word Samad using one 
word. Thus, he used two, "Eternal" and "Absolute". 
"The later implies: (1) that absolute existence can only 
be predicated of Him; all other existence is temporal or 
conditional; (2) that He is dependent on no person or 
things, but all persons or things are dependent on Him, 
thus negating the idea of gods and goddesses who ate 
and drunk, wrangled and plotted, depended on the gifts 
of worshippers, etc. " 
(Ali: 1806) 
According to Rahbar (1962) samada in Arabic has no relationship 
with the idea of "Eternal" which is the common translation for 
sainacl. The verb form means "to have recourse to someone for help 
in times of exigency". Thus, the epithet samad, ought to mean "one 
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to whom people have recourse in times of exigency and it can not 
mean etemal". 
In addition, the word 'Samad' is followed by "lie has not begotten 
and lie is not begotten" which gave rise in commentary of 
literature, to speculations about the ideas of God's non-corporeality 
and I lis being free from decay- ideas which are akin to the idea of 
etemity. 
Tile QUT'an also contains numerous ambiguous allusions to events 
of the Prophet's life time. Therefore, in translating these allusions, it 
is sometimes very important to explain the specific historical 
situations in which the suras have been revealed. 
Of the world's major religions, Christianity is perhaps unique in its 
openness to translation. That is to say, the Bible had always to be 
translated into other languages since its original language, i. e. 
Hebrew and Greek, first translated into Latin, is no longer used. 
Even in the case of Christianity which concedes the principle of 
translation, controversy is continually raised by specific translations 
or specific aspects to any given translation. For a long time, there 
have been innumerable 
. 
versions of the Biblical text in the original 
languages and in translations which possibly reflect every language 
and many dialects throughout the world. Rarely have these texts 
enjoyed universal acceptance either by scholars or by believers. 
Having this point in mind, Nida and Taber (1969: 24) argue that: 
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"It would be wrong to think, however, that the response 
of the receptors in the second language is merely in 
terms of comprehension of the information, for 
communication is not merely infon-native. It must also 
be expressive and imperative if it is to serve the 
principle purposes of communications such as those 
found in the Bible. That is to say, a translation of the 
Bible must not only provide information which people 
can understand but must present the message in such a 
way that people can feel its relevance (tile expressive 
element in communication) and can then respond to it in 
action (tile imperative function)". 
With regard to the translation of some expressions of the Bible (in 
the Bible Translators 1950 by Nida & some others), the 
expressions in which some translator rely on in preserving the sense 
of the Biblical text are simply paraphrase. However, taking them in 
the sense of paraphrasing does not mean that we should regard them 
as any less correct. What are to be rejected is the kind of 
paraphrases which are done for the purpose of novelty of 
expression or designed to satisfy the translator's own whim. 
Social culture 
Social roles are clearly essential to the realistic analysis and 
description of any language. Thus, every individual in the society 
may occupy a number of status, capable of producing different 
kinds of situational "identities", and each of them may have 
associated roles verbal or non-verbal, realizing the behavioural 
enacting of their patterned expectations. 
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The purpose of the theory of translation is to reproduce in the TL, 
as faithfully as possible all levels -morphological, phonological, 
syntactic, semantic, cultural as well as stylistic which are composed 
of (lie SL linguistic features. It requires an absolute knowledge of 
both language structure as well as the other related aspects of the 
cultures concerned since we live in an era of expanding 
communication which introduces us to other people's cultures, 
experience and symbolic systems. 
In translating from Arabic into English for instance, the kinship 
system in Arabic ý-A Father's brother, tile equivalent of "uncle" in 
English, and JL-,; - Mother's brother, the equivalent of "uncle" as 
well. The same applies to ". r. and LJL-ý- which are the equivalent of 
the English "Aunt". The problem of translating such terms presents 
serious difficulties since there is no obvious equivalent in the 
English language culture. In other words, there is no word forword 
translation. Since in Arabic the names of family individual are 
indicated by different words which symbolize different 
relationships. In other words, the English language culture makes 
no distinction between the maternal and paternal relatives whereas 
Arabic language culture does. 
Thus, for example, when we have to translate this into English the 
case might be less difficult in the sense that or JL--; - are 
translated as "uncle". However, the terrn is considered to be loose 
when compared to Arabic where such terms are very specific. At 
the same time, the equivalence of "uncle" would be very ambiguous 
and false if the relationship is not specified in English by saying, 
for example, mother's brother and father's brother. This might 
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sound odd in English but it is the only equivalence of the Arabic 
kinship system. Moreover, in Arabic calling an elderly man as ý-P 
and an elderly lady as J L-; - is quite naturally used as a way of 
respect and politeness. It is such cultural specifics inherited in the 
different societies which cause problems of translation. 
Socio-Traditions 
"Social voids", rise from the absence of cultural objects referents, 
created from within the language itself, for instance, ideas, 
situations, concepts, beliefs, practices and so on. Every society has 
its own traditions and concepts which are created by the way of 
their life based on nature, environment, etc. All of which ultimately 
become unconsciously pail of their behaviour and habits. So what 
exists in one society might not necessarily exist in another. It is 
this distinctiveness which make people of different societies and 
backgrounds eager to know what the other person or society's like. 
it is also the wisdom of creation to distinguish one group of people 
from another. Thus, language, culture, religion, climate, 
environment, etc. have in one way or another influence on human 
habits, social behavior, emotions, etc. making people perceive 
things differently whether positively or negatively. 
An example which suits this point is when in the Arab world some 
one has had a hair cut or come out of the bath we say to him/her 
L, - .? j 
i. e. a gesture of good omen. This concept does not existinthe 
British culture and it is therefore very difficult to translate. This 
social concept can be literally translated into English as " have 
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prosperous life" which really sound very odd to a British person. 
Another example is that when in the Arab World some one is 
invited for a meal s/he say's after the meal *j, -Lr, ajL., ,a kind of 
hidden invocation of God wishing the invitee the following: 1) the 
element of wealth and 2) the element of hospitality. This causes 
numerous problems in translation because not only there is no one 
word equivalence in English to cover both elements but also the 
concept itself does not exist in the British society. The translator, if 
there exists an equivalence at all, might resort to a footnote. 
The following example, taken from Midaq Alley by Najeeb 
Mahfouz (p. 6), has been ignored by the translator , Le Gassick 
(1981) 
a-eL! 
qr-ý 
JS YJL4 ýL: ý-, e.. A4 L31 j) Ll ; 
ý, 
mLi y. )Lt 
ýL. %A "+4. Aj LL% 4-4 
The above example illustrates the specific life of Cairo particularly 
that of Midaq Alley where the author has been focussing on the 
way of life in that quarter. Therefore, the sentence plays an 
important role in the SL because of its cultural nature to the SL 
reader. 
The sentence in Arabic carries the flavour of life in local traditional 
markets. It reflects the image of a shop keeper in that particular old 
place asking God for help and mercy. In other words, he is asking 
God to help him to sell his goods. This can be deduced from the last 
three phrases which in Arabic are a sign or an image of an old man 
sitting in his shop almost at his last minutes of opening hours 
waiting for the last chance of the day to sell. So for an Arab reader 
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he/she can picture the story of that old place and the very simple 
people who live there (see appendix 2.4). 
Since this image created by the author in that particular area 
associated with the socio-religious traditions, is very difficult to 
translate, one can understand the basis on which the translator made 
his decision to omit it in the TL although this omission has resulted 
in a huge information loss. 
Socio-Political 
Politics is another area where some terminologies or expressions 
used in the SL are not understandable by the receiver of the TL. In 
such cases of absence of cultural equivalence in the TL, procedures 
or solutions provided is the adaptation of additional infon-nation in 
translation usually referred to as the factors necessitating all various 
kinds of pragmatic adaptation in translation. For example, "10 
Downing Street declares", which is a well known sign as the 
headquarters of the British Government, particularly to. those 
involved in politics and intellectuals worldwide, and which also 
presents one of the most British heritage cultural symbols, will need 
to be explained if it is to be translated into Arabic in particular, and 
probably to many other languages in general, since most people 
may not be familiar with the political symbol of "10 Downing 
Street". The translation of the above example will become in 
Arabic- &-ýt6jjJl A--j<ý-l c--Jat. I have here ignored the number "10" 
and the name of the street "Downing Street" avoiding 
transliteration, by replacing it in Arabic by the actual meaning and 
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function associated with it which is " the British government 
declares". This example, usually transliterated in Arabic 
newspapers as " C-.. jjlz :, j &-Ic-i " in which they treat their 
reader as if they have a background knowledge of the British 
geography and culture. The suggestion I am making here is a 
reasonable solution in tackling such problems. 
it is no easy task to find equivalence when tile cultures between 
which meaning is to be transferred have no shared political system 
understanding. Thus, the translator will mostly find difficulties 
when dealing with terms related to different political organisations. 
In the British political organisation, for instance the two main 
parties are the Conservative and Labour- each party having its own 
Trontbechers and backbenchers' based on their posts in the party. 
Usually the frontbencbers are the governmental cabinet and the 
backbenchers are those MPs who represent different places or hold 
soine other posts in the party. Translating the concept of 
'backbencher' or 'shadow minister' literally into Arabic for general 
readers would be very difficult to understand, as the British 
political system is alien to them because of its absence from the 
Arabic political system. Generally, the concept of 'shadow minister' 
is translated in Arabic as ýýI This translation, which is 
usually used in Arabic, newspapers, is very vague and cannot be 
clearly understood by the mass readers of the TL as the political 
terms and social life of a particular society is reflected in its local 
culture. 
The problem of equivalence of 'shadow minister' are two fold: first, 
the general Arab readers are unfamiliar with the idea of the British 
134 
political system, in a sense that the opposition party 'shadow 
minister' might become a Secretary of State if his party wins the 
governmental election. Second, the existed translation of the 
concept in Arabic is not clear to them, neither in terms of theparty 
as an opposition nor in terms of the purpose of the post held by the 
candidate minister. Therefore, we suggest the following translation: 
, PJLAI 
if it is the 'shadow Chancellor' then I suggest the 
4 )611 in my translation, I have clarified to the 
reader both the position of the party in the political system and the 
significance of the post held by thatparty. 
Social beliefs 
Societies which belong to absolutely different cultures tend to have 
different beliefs. The degrees of these beliefs vary in their 
perception from one society to another. in other words, a belief 
which seems to be quite positive in some societies could be 
negative in other societies and even neutral in some other ones. The 
degree of positiveness, negativeness or neutrality could also differ 
between societies who share the same kind of attitude, i. e. positive, 
negative or neutral. Moreover, within one and the same society 
there could be some aspects of the same belief perceived positively 
while other aspects could be perceived negatively or neutrally. This 
view has been referred to earlier in this chapter when discussing 
the concept of 'pig' between the English and the Arabic culture and 
within the English culture itself. 
An example of differences between social beliefs is the concept of 
the "dog". In the British concept as far as I know, a dog is a very 
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loyal pet. It is always kept in the house and considered as one of the 
family. I have even seen a campaign in Britain last year on TV for a 
breed of dogs that are dangerous to be taken from their owners and 
killed. In an interview with the owners asking whether they would 
give up their dogs or not some had stated that they love their dogs 
more than their children. Dogs are very privileged pets in Britain. 
This can also be seen by the provision of special establishments 
such as " The Scottish Society for Dogs". 
The concept of a dog in the Arab world is almost the same as that 
of the British from the point of view of faithfulness and good 
protection. However, the associated meaning and beliefs with the 
concept of dog are different. First, in the British concept a dog is 
not a dirty animal whereas in the Arab world, the dog is considered 
to be dirty and always kept outside the house. In the sense that the 
Islamic belief dictates that if one is touched by a dog he/s has to 
have an ablution (i. e. to be cleaned for praying) and wash the 
clothes that are touched by the dog. This concept is made clear in 
the following text taken from Shihan newspaper (15th October 
1994) 
YýLn I LSLAJ LS.; 
V 
LL.. 
tý 
.: JgS kj;. ýL- C-4 LA 
J-ý A-A C-W 
... 0-J. 
L--4iw 
If the above sentence is to be translated into English, the translator 
should preserve the informational meaning of the text by explaining 
to the TL receiver the meaning of sj...; oj and 0-ý-L+W by including 
the above-mentioned Islamic view of that concept. This seems to be 
particularly indispensable here since the text is argumentative and 
very sarcastic. In an argumentative text, text producers exert a lot of 
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efforts to convince their text receiver of the validity of what they 
are trying to argue. This requires an extra effort on the part of the 
translator since he must work hard to preserve all the informational 
content of the text producer's argument and not to jeopardize the 
argumentative points of the text something which most of the time 
requires additional infori-nation. This information could be included 
through the following expansion in an attempt to convey the SL 
message: "I said: hey, I'm going back home and I don't want dogsto 
search me because I've just washed for praying and if they touchme 
I will have to wash again as dogs are dirty". (se e appendix 2.5) 
One can infer from the above examples that some times difficulties 
in translation do not lie in the lacking of lexical equivalence in the 
TL but, rather on the cultural connotation which inherently 
accompanies the SL concept. 
Conclusion 
There is a broad scholastic 'agreement that language must be 
understood within its cultural context and that therefore translation 
is not only a linguistic communicative act, but also a cultural social 
act which reflects language and the individuals concerned in 
translation (author, translator, audience) as cultural phenomena. 
The translator's main task is to come up with a translation that is as 
close as possible to both the form and the content of the original 
text and where the TLT invokes in the TL receiver the same effect 
invoked by the SLT in the SL receiver. However, the form could be 
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sacrificed for the sake of the content if necessary. In order to 
successfully convey the message conveyed by the TL producer, the 
translator is sometimes obliged to adopt some translation techniques 
such as redundancy, ellipses, footnote, descriptives, classifiers, 
alterations, etc. The kind of techniques and whether such 
techniques are needed or not depend on factors such as the type of 
the text, the text receiver's needs in addition to the purpose of 
translation, and the question of whether the text is cultural bound or 
not. 
The general view is that instructional and. expository texts are text 
types which need less rnodification in the process of translation 
than the case of argumentation which sometimes needs a 
considerable modifications. This is because the language in 
instructional texts (e. g. legal texts with the exception of advertising) 
and expository texts (e. g. news reports) is liable to be more 
straightforward than that in argumentation (e. g. editorials). Thus, 
formal equivalence would to some extent be suitable for the first 
two text types as would dynamic equivalence for the last one. 
However, the notion of text type does not always hold when it 
comes to the consumer's needs for example. In treaties, which are 
considered instructional texts, there are some cases where the 
translator would be held responsible if one of the parties were to 
sign the treaty without a full understanding of all its details. In such 
cases the translator finds himself obliged to adopt some techniques 
such as redundancy and expansion to satisfy the consumer's needs 
and to avoid responsibility of whatever kind. The case of 
advertisements, which are supposed to be instructional with the 
option of accepting or refusing, is another area where such a text 
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typology needs a lot of modification while translating to another 
language. The case of adverts and the huge number of translation 
problems they involve are one of the core points in this research 
and will be dealt with in detail later on in this thesis. 
The kind of text, i. e. whether it is cultural-bound or not, determines 
the need of the text to be modified in the process of translation. 
Death notes and condolences in Arabic would be the best example 
here. Although the text-type is expository, yet such a text needs 
numerous modifications on the part of translator since it is very 
culturally specific. By this we can see that text typology is a useful 
notion in the field of translation, yet it is a general notion which 
sometimes has its exceptions. 
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CHAPTER THREE 
Intertextuality 
Introduction 
Having discussed in chapter one the relationship between culture and 
language , their development over the years, and their definitions 
provided by anthropologists and linguists, and having dealt with 
cultural translation problems in chapter two based on translation 
theory, I will turn my attention in the current chapter to 
intertextuality, its definition, its functions, its kinds, and finally the 
cultural problems that it causes in the field of translation since the 
source text receiver and the target text receiver do not share the same 
cultural* background. 
Derinitions of Intertext 
Riffaterre (1990: 56) argues that 
"An intertext is one or more texts which the reader must 
know in order to understand a work of literature in terms of 
its overall significance (as opposed to tile discrete meanings 
of its successive words, phrases, and sentences)". 
He (1984: 142) gives the following definition of intertext: 
"An intertext is a corpus of texts, textual fragments, or 
textlike segments of the sociolect that shares a lexicon and, 
to a lesser extent, a syntax with the text we are reading 
(directly or indirectly) in the form of synonyms or, even 
conversely, in the form of antonyms. In addition, each 
member of this corpus is a structural homologue of the 
text... " 
Derinitions of Intertextuality 
The fact remains however, that other texts may occur in or form part 
of the previous environment, which means that these texts will share 
with those that bad preceded them some value or experience. This 
shared value or experience is called intertextuality. 
The terril * intertextuality was first used in 1966 by J. Kristeva who 
maintains that "every text is constructed as a mosaic of citations, every 
text is an absorption and transformation of other texts". (quoted in the 
Encyclopedic Dictionary of Serniotics). Intertextuality to de 
Beaugrand and Dressler (1981: 183) is one of the standards of 
textuality. It subsumes "the ways in which the production and 
reception of a given text depends upon the participants knowledge of 
other texts". 
Riffaterre (1990: 57) deflines intertextuality as. 
"... the web of functions that constitutes and regulates the 
relationships between text and intertext. These functions 
either are fully activated as they are embodied in perceived 
141 
relationships, or they are activated in programmatic form, 
in which case they merely postulate an inter-text, reminding 
readers that their response must be predicated on the 
hypothesis that the text requires it, showing them how the 
hypothesis may lead to actualisation, and what kind of 
intertext is to be expected". 
He (1984: 142-3) further argues that the tenn intertextuality 
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... refers to an operation of the reader's mind, 
but it is an 
obligatory one, necessary to any textual decoding. 
Intertextuality necessarily complements our experience of 
textuality. It is the perception that our reading of the text 
cannot be complete or satisfactory without going through 
the intertext, that the text does not signify unless as a 
function of a complementary or contradictory intertextual 
homologue". 
Intertextuality is defined by Fairclough (1992: 84) in the following way: 
"Intertextuality is basically the property texts have of being 
full of snatches of other texts, which may be explicitly 
demarcated or merged in, and which the text may 
assimilate, contradict, ironically echo, and so forth". 
According to De Beatigrande & Dressier (1981: 182), intertextuality 
has to do with 
"... the ways in which the production and reception of a 
given text depends upon the participants' knowledge of 
other texts. This knowledge can be applied by a process 
describable in terms of MEDIATION (the extent to which 
one feeds one's current beliefs and goals into the model of 
the communicative situation ... 
): the greater the expanse of 
time and of processing activities between the use of the 
current text and the use of previously encountered texts, the 
greater the mediation. " 
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Intertextuality 
In his introduction, Hebel (1989: 1) argues that: 
"In the wake of the discussion on intertextuality the 
analysis of relationships between texts has been liberated 
from the negative reputation that futile analogy hunts or 
stale exercises in proving a writer's unoriginality had 
attributed to it. " 
According to Frawley (1985), all texts take place in an escapable web 
of other texts. A web of everything else which has already been 
articulated or will be articulated in the future. There is a merger 
between textuality and intertextuality in the sense that a text is an 
intertext. 
Riffaterre (1985) argues that a text is not able to realize its own 
identity unless its receiver has related the text in question to its 
intertext. It is only at this moment that the text begins to be 
interpretable as one unit of significance. 
Morgan (1985) argues that in their contribution to the notion of 
intertextuality, both Riffaterre and Genette focus on what every text 
receiver should know in order to be able to fully understand the 
intertextual dimension of a given text. Text for Riffaterre is demanding 
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but, at the same time, a gentle guide for the text receiver pushing him 
towards the right interpretation by a generous marking of the path by 
intcrtextual traces. As a matter of fact, the intertext leaves a strong 
trace in the text. This trace guides in a rather imperative manner the 
reading of the text and governs the decoding of the message. Riffaterre 
(1990), however, sees that the text puts limitations and constraints on' 
the text receiver's search for the relief. It controls very closely their 
responses and this is how the text keeps its identity. This kind of 
response on the side of the reader is somewhat compulsory in the 
sense that the text receiver, in order to understand, has to look to the 
intertext to fill the text's gaps, know all its implications, and to find out 
the causes behind the text's departures ftom the logic, the accepted 
usages and the accepted conventions. 
Riffaterre deals with the question of how every text receiver should 
have both linguistic and cultural competences in order to be able to 
respond to the signals sent by the text and to decode them. lie raises a 
very important issue regarding the act or reading which lie considers as 
a dynamic process that entails two levels of understanding the text. 
The text receiver, depending on his linguistic competence, comes to 
the text assuming that the language or tile text has a familiar referential 
meaning. Men going through the text, lie discovers all kinds of 
ungrainniaticalities, that. is deviations in syntax or vocabulary, or in 
both ' of them. At this point, the text receiver has to reread the text 
using, his knowledge of the descriptive systems which arc available to 
the given culture and of other texts in order to work out the 
significance of tile text. Ile differentiates between what is called the 
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explicit and the implicit intertcxtuality. By the former, he means the 
easily traced quotations, and by the latter he means the more elusive 
allusions. 
Riffaterre (1990) sees that speaking of knowing an intertext involves 
distinguishing between the actual knowledge of both the content and 
the form of that intertext and a mcre awareness that such an intertext 
does exist somewhere and can be found eventually. The text receiver 
is able to distinguish because he becomes aware that there is 
something missing from the text such as a gap to be filled, a reference 
to a referent that is not yet known to him, or references whose 
successive occurrence arrange the outline of the intertext which is still 
to be discovered. In these cases, the text receiver's feeling that there is 
a latent intcrtext existing is sufficient to indicate location where this 
intertext is becoming manifest eventually. This is an example of the 
minimal response of the text receiver. 
Riffaterre (1990) sees that only some particular specialized signs could 
immediately stand for the intcrtext, point to its location and reveal its 
identity. These signs direct tile text receiver to tile specific and 
relevant intertexts and oblige them to search these intertexts. These 
signs are in fact words and phrases which, on the one hand, indicate a 
problem such as a vagpc or incomplete utterance in the text whichcan 
be solved only by an intertext, and, on the other hand, directing the 
text receiver to where he should look for the solution. These lexical or 
phrasal features arc distinguished from their context by the dual nature 
they have. Thcy arc both thc problem and the solution. The problem 
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when seen from the text and the solution when their intertextual side is 
discovered. Thus, they belong in an equal manncr in both text and 
intertext, linking both of them and signaling in both of them the 
presence of their complementary traits. 
These are called connectivcs by Riffaterre. These connectives combine 
the sign systems of both the text and the intertext into a sort of new 
serniotic cluster, thus making the text free from dependence on usage 
and existing conventions and helping the text to have a signifying 
strategy that is unique to the text. Riffaterre (1984) argues that these 
connectives oblige the text receiver to recognize that the text does not 
make sense by reference to meanings which do not exist in the verbal 
context but rather within an intertext. The existence of the lexical 
connectives in a given text makes the perception of intertextual 
reference something obligatory and unavoidable. 
Thus, Riffaterre (1990) maintains that when the text receiver 
encounters something that is estranged from its context, lie feels 
obliged to look for its reasons. Since there is no contextual 
justification, the text receiver turns to the outside for finding the 
answer. Once the answer is found, the text inakes sense. 
Intertextuality modifics a whole text. It takes a whole text to make up 
for the disappearance or the suppressed intcrtext, and to transfer to the 
text a significancc which comes from the intcrtcxt. It is outside the 
work, i. e. in the intertext, that the most important component of the 
work, and the key for the interpretation of its significance should be 
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found. Thus, the recovery of the intertext is a process that is both 
imperative and inevitable. 
Riffaterre (1974) argues that liumour can sometimes be inseparable 
from intertextuality when there occurs a sort of discrepancy between 
the expectations which are raised by, say, the title and what the text 
receiver actually finds in the text. He talks about what he calls an 
implicit intertext which occurs when the text actualizes intertext in the 
form of allusions. It is called implicit since the term covers the 
intertext in two conditions, i. e. when it is actually identified and when 
it is implied to by the text but there is no actual place to be found in 
except in the mind of the text producer. The elements which occur in 
the text seem to be deviant components of the lexicon of that text. The 
feeling of the text receiver that these components are anomalous 
vanishes when he becomes aware that they refer to texts which are 
outside the current text. The text receiver is not always able to identify 
these texts. The identification of these components takes place when 
they trigger the text receiver's memory making him able to retrieve 
another text which contains these same components or a text where 
the deviant components have been motivated. 
Riffaterre's idea of obligatory response of the reader is similar to that 
of" Debicki (1967-70) , who sees that the poet 
Valente normally 
produces a surface meaning in his poems but this surface meaning 
forms only the first step on the way to a full understanding of thetext. 
By way of a lot of well placed clues, be they words, imagesorpatterns 
of signs, Valente pushes the text receiver into rereading the text in 
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order to discover those unexpected dimensions of new meanings 
which lie behind the simple appearances of his poems. This makes the 
reader play a more active role. Thus, the act of reading is changed into 
an act of discovering through language another level of meaning. It is a 
creative task that the text receiver carries out. It is a task that is as 
creative as the task of the poet himself. This means that the first 
reading of a given text is considered to be unsatisfactory and even 
incomplete. This leads the text receiver to re-read the text looking for 
the full meaning of the text. 
Valente's use of echoes and references from outside the text itself 
makes the text acquire wider meanings. These echoes and references 
make the text receiver recall other texts. His use of another text could 
either result in the affirtnation or the distortion of the earlier text. Any 
allusion to a previous text may evoke certain responses in the text 
receiver. This is why intertextuality is considered to be useful in 
gaining meanings in the process of its reading as well as in the process 
of its creation- the responses of individual readers vary and develop 
more particular insights. However, in the words of Debicki (1967- 
70: 253), 
"... if we focus on the basic outlooks set up by the text and 
by the elements it evokes,.., and confirm these by 
examining objective features in the text which elicit them, 
as well as considering its antecedents, we will be able to 
discuss reader response without becoming capricious. And 
we will be able to see how the reader's responses develop 
gradually from the interplay of text and antecedents. " 
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Intertextuality leads the text receiver to re-read the text from a 
different perspective, to see all the signs which are portrayed as clues 
to the final collapse of world in anger, and then to develop an attitude 
that is rather ironic towards the prospects of the lastjudgment. 
Hatim & Mason (1990: 241) see intertextuality as "... A precondition 
for the intelligibility of texts, involving the dependence of one text 
upon another. " The intertextual reference might take place on a 
number of levels ranging from the word, phrase, clause and clause 
sequence into those levels of text, genre and discourse. A very 
important characteristic of the intertextual signals is, in the words of 
Hatim & Mason (1990: 133), 11 ... that they are all tangible elements in a 
text. They do not constitute the intertextual reference as such but are 
crucial pointers to it ... 11 
Hatim & Mason (1990) identify three types of intertextuality, that is 
the ý active (intertextuality), the passive (intratextuality) and 
contratextuality. In the case of intertextuality, the intertextual link is 
very strong. It inactivates knowledge as well as belief systems which 
lie beyond the text itself. Intratextuality, on the other hand, is nothing 
more than the internal coherence of the text itself. -Contratextuality 
takes place when a text producer systematically uses his opponent's 
discourse for his own purpose. A politician, for example, takes some 
elements from the discourse of the ideology of his opponent for 
depriving it of what it stands for. This could be achieved through 
playing on words. In that way, the ideology of the opponent is 
suppressed. 
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Genette (Morgan 1985) considers intertextuality as one category of 
textual practice and restricts it to the presence of one text in another. 
He divides it into three subcategories that are: quotation, which is the 
most explicitly marked kind of intertextuality; allusion which, is the 
most implicitly marked kind; and plagiarism, which falls between 
quotation and allusion in the sense that it is marked by a big chunk of 
textual borrowing. These three kinds of intertextuality deal with the 
problem of the text receiver's competence and the text producer's 
intentions. The general name he uses is transtextuality and divides it 
into four main types. These types are intertextuality, paratext, 
metatextuality, hypertextuality. 
Paratext concentrates on the importance of the various classificatory 
indices which usually accompany the literary text (preface, epigraph, 
etc. ). These constitute the pragmatic dimension of the contract 
between the text receiver and the text producer. Metatextuality takes 
care of the relationship of commentary which joins one text to another 
text, about which the first talks, without necessarily citing it. This 
takes place when, for example, text B criticizes text A's theses. 
Hypertextuality takes care of any relationship which unites text B, that 
is the hypertext, to an anterior text A, that is the hypotext, on which 
this relationship grafts itself in a way that makes it distinct from that of 
commentary. Hypertextuality then takes place when text B borrows 
the generic structure of text A.. For Genette, both the hypotext and the 
hypertext should belong to the same genre. Genette, (Still & Worton 
1990) believes that hypertextuality has the particular advantage of 
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projecting the pre-texts into circuits of meanings that are different and 
new. He emphasizes that the hypertext gains from the text receiver's 
awareness of its determining as well as signifying a relationship with 
its hypotext. 
Fairclough (1992: 102) quotes Bakhtin as follows: 
"our speech... is filled with others' words, varying degrees 
of otherness and varying degrees of "our-own-ness", 
varying degrees of awareness and detachment. These words 
of others carry with them their own expression, their own 
evaluative tone, which we assimilate, rework, and 
reaccentuate". 
Miller (1985) considers intertextuality as both author-oriented and 
reader-oriented. Author-oriented because the author of text B gets 
influenced by the author of text A., and reader-oriented because it is 
the reader who establishes the relationship between text A and text B. 
Intertextuality could be seen as a citation where a fragment of 
discourse is "accommodated" or "assimilated" by text B, that is the 
influenced text. This makes the intertext appear as having two separate 
identities: 1) as an independent text which functions in its own right 
and which could be unknown, forgotten and even lost, and 2) as a 
version that is assimilated or accommodated and that is embedded in 
text 
Morgan (1985) talks about what lie calls 'influence' or the positive 
intertextual relationsh ip between two texts and 'inspiration' or the 
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negative intertextual relationship. By this he means the text where the 
text producer either imitates or borrows some features from a 
precursor text or set of texts but , in the process, 
he changes or 
transforms these features so that they become appropriate to the 
characteristics of his text. lie argues that neither positive nor negative 
intertextual relations take into consideration a third factor which is 
cooperative in both kinds of relationships, that is the positive or 
negative intertextual relationships which exist among earlier and later 
texts produced by the same author. He further argues that a text could 
be connecting with an unlimited set of texts which are virtual and not 
actual. 
Frawley (1985) argues that intertextuality undermines truth. One can 
never speak about the truth of a text since no one meaning can be 
discovered in the text and since the text has neither a beginningnoran 
end. A text can be considered neither as true nor as false. It, because 
of the 'interlextual connections it has, disseminates the meanings it has 
gathered and which it enacts. 
Russian Views of Intertextuality 
Rusink-o (1979) argues that the French have constructed the widest 
theoretical grounds for intertextuality, the Anglo-Americans have put 
emphasis on the pragnnatic aspect of allusion, and the scholars of 
Russian literature have developed the clearest analytical practice that 
is based on the subtext and thecontext. 
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The Russians differentiate between elements which get their semantic 
value from the context, that is, when a structural element is motivated 
by other elements in the same text; and the subtext where a structural 
element is motivated by other texts. The identification of these 
elements is a guessing game which is played by the text producer in 
order to activate the text receiver. The text itself puts demands on the 
text receiver and requires a certain degree of competence. This 
guessing game is endless in the sense that there is no absolute single 
right answer. 
Mediation 
Participants apply this knowledge of other texts through a process 
called mediation. "Mediation is the extent to which one feeds one's 
cun-ent beliefs and goals into the model of communication". de, 
Beaugrand and Dressier (1981: 183). The greater the time participants 
spend in relating the present text to the previous texts, the greater the 
mediation. When people refer to famous texts, mediation is much 
smaller than when they refer to old texts or texts that are very local. 
Intertextuality is referred, to in terms of the arnount of mediation i. e. a 
greater or less mediation. This occurs when the text receiver uses his 
knowledge of other texts which are relevant to the text he is dealing 
with. When the distance is so big between the current text and the 
text(s) that ý has been previously encountered, and that might be caused 
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through factors such as time, then mediation is expected to be greater. 
On the other hand, mediation is much lesser in the case where quotes 
or references are made to texts that are well-known. 
Although the temporal remoteness is a very important factor in the 
notion of intertextuality, yet there are other considerations which 
might be affecting the degree of mediation that might be required. In 
other words, a reference that is made to Milton would be involve 
minimal mediation by those text receivers who share the same cultural 
background and a maximal mediation by those who belong to a 
completely different cultural background. 
Purpose of Intertextuality 
Intertextual citations are used to achieve some particular purposes on 
the part of the text producers. According to these purposes, the text 
producer subjects the intertextual citation to some changes. Morgan 
(1985: 22) asserts that Kristeva's most crucial contribution to the notion 
of intertextuality lies in 
"... the idea that an intertextual citation is never innocent or 
direct, but always transformed, distorted, displaced, 
condensed, or edited in some way in order to suit the 
speaking subject's value system". 
Intertextuality, according to Riffaterre (Morgan 1985), is meant to be a 
source of inflecting a special effect on the text receiver such as 
nonsense, humour, obscurity, ambiguity, etc. 
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Hatim & Mason (1990) argue that it would be completely wrong to 
look at text as being merely a kind of amalgamation of bits of many 
other texts. It would also be completely wrong if we look at 
intertextuality as a mere occasional reference to another text. Rather, 
intertextuality is used in other texts for various reasons. Thus, this 
intertextual relationship has got a motivated nature which has a lot to 
do with the text function, or the overall communicative purpose. In 
other words, the text producer does more than quoting somebody. He 
uses this somebody to fulfill his purposes. The utterance, in the 
process, carries new values. Hatim & Mason (1990: 129) argue that 
"The intertextual process of citation, then, is not simply a 
question of association of ideas, something that is 
subjective and arbitrary. On the contrary, it is a signifying 
system which operates by connotation. It requires a social 
knowledge for it to be effective as a vehicle of 
signification. Each intrusion of a citation in the text is the 
culmination of a process in which a sign travels from one 
text (source) to another (destination)". 
The area that is traversed between text is called the intertextual space. 
In this intertextual space, the sets of values that are attached to the sign 
are modified. In other words, the semiotic value of the source of the 
citation passes through transformation so that it will be able to adjust 
to the new environment it is travelling to. This applies to all other 
kinds of intertextual reference. 
Stages of Intertextuality 
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Miller (1985) believes that in the source-influence approach, the main 
methodological strategy is establishing a necessary relationship 
between texts. V4ien the source of influence is acknowledged by the 
author of text A, then studies take the form of what he calls 
'demonstration'. These studies clarify the degree of debt. If the source 
of influence is not really acknowledged by the author of the influenced 
text, then the strategy is to prove that the two texts are related to each 
other by necessity. This strategy is done through the juxtaposition of 
lexical, semantic, and syntactic features. Once authorial intentionality 
has been established, the second stage takes place. This stage takes 
care of establishing the difference between the texts. Now, the 
intention is to show the originality of the author of text B and to re- 
establish the integrity of text B. Once the elements have been shown to 
be intentionally borrowed, they also should be shown to have been 
appropriated in a successful way by text B so that this text works as a 
new organic whole which is independent of prior associations. At this 
point, the authorial originality has been established. 
The process of intertextuality according to Hatim & Mason (1990) 
would be as follows: a source language host text would contain an 
intertextual signal which is a word, a phrase, a clause or a clause 
sequence. This intertextual signal would take the text receiver to a 
word, a phrase, a clause, a clause sequence or a text on the one hand, 
or, on the other hand, it would take him to a genre, a discourse or a 
text type which we have encountered in a pre-text. The text receiver's 
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first task is to identify the intertextual signal. He then should embark 
on tracing the routes through which the intertextual signal links with 
its pre-text. Pre-texts are defined by Hatim & Mason (1990: 134) as 
"... the sources from which intertextual signals are drawn, to which 
they refer, or by which they areinspired. " 
Ben-Porat (Ruskino 1979: 230) has itemized the necessary stages for 
the text receiver reconstruction and interpretation of the intertextual 
relationship. These stages are: 
recognition of the allusion marker (i. e., the 
quotation), (2) identification of the evoked text, (3) 
modification of the local interpretation of the signal 
(consideration of the significance of diverse contexts), and 
(4) activation of the evoked text as a whole in an attemptto 
form the maximum intertextual pattern. " 
Meanings of Text 
Altman (1981) argues that there are three sources of meaning Le. the 
linguistic meaning; the intratextual meaning; and the intertextual 
meaning. The linguistic meaning is derived from the primary language 
of the text. This level of signification is always available in the text no 
matter what happens during the course of the text. The intratextual 
meaning is created in every text. This meaning grows out of 
interatextual rewriting which involves the reusing of some materials 
that have already been used in the same text. The last source of 
meaning is the intertextual one. Barthes (Altman 1981) claims that 
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connotation is a system and he claims that each connotation takes 
place prior to the text where it connotes. What Altman means by the 
intertextual meaning is the transfer of intratextual meaning to another 
text. He further argues that the intratextual meanings derived from any 
text could be transferred to any other text. The continuous use of the 
same textual language or even a similar one would result in a code 
such as the codes which we identify with generic types. In texts that 
are generically coded, there exists a kind of tension between 
convention and invention. This tension is nothing but the tension 
which takes place between coded intertextual meaning and the text's 
continuous ability to make its own language through intratextual 
rewriting 
As far as the linguistic meaning is concerned, there is not really a 
difference between writing and rewriting; vio lence is violence whether 
attributed to Indians or to cowboys. In the case of the intratextual 
meaning, the first writing of violence is only a first writing that is read 
at the linguistic level, then the rewriting is read completely differently 
from the first writing. The cowboy violence implies a kind of 
paradigmatic relation to the Indian violence. In the intertextual 
meaning the case is different. Even the first writing is read as a 
rewriting of previous material. Thus, everything is taken as a rewriting 
in the case of intertextual meaning. 
Tynjanov (Ruskino 1979) argues that when a verse is read, we have 
new meaning arising. This meaning is not that of any single word, but 
rather, each word throws light on other words, something which 
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results in the creation of general semantic tonality. This is the source 
of the notion of context. The word, as a result of the individual lexical 
semantic of the poetic text, depends on the context where it occurs for 
its meaning. Mukarovsky (Ruskino 1979) believes that every semantic 
unit in a syntactic bond establishes an immediate reference to reality 
which it represents in addition to being bound by the context of the 
sentence as a whole, establishing relation with reality only through this 
whole. 
Types of Intertextuality 
Distinction has been made between intertextuality which takes the text 
receiver into a specific text, such as the case of the quotation, the 
allusion and irony; and inter-textuality which takes the text receiver to 
an unidentified text such as in the case of genre, discourse and text- 
type. In this section, the former will be studied and the latter will be 
dealt with in the forthcoming section. 
Fairclough (1992) distinguishes the intertextual relations of texts to 
other specific texts. This is what he calls the 'manifest intertextuality' 
where other texts are present in the text in a very explicit manner. 
They are explicitly ma. rked or cued by features which are on the 
surface of the text such as in the case of quotation marks. Itisnotrare, 
however, that we find a text incorporating another text without 
explicitly cueing the latter. 
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Riffaterre (Miller 1985) on the other hand, distinguishes what he calls 
the 'obligatory intertextuality' which imposes a number of important 
constraints on the connections which the text receiver makes in his 
choice of intertext as well as the relational procedures. This view 
considers the identification of a specific intertext an-essential feature 
of intertextuality. 
Allusion 
Allusion is considered as a tacit reference to another text, to history, to 
a certain character, etc. Two kinds of allusion have been distinguished: 
allusion that exists as a textual element which occurs within the 
sequence of the alluding text, and allusion as a process of evoking one 
text or more. Newer studies of allusion consider proper names of 
persons who exist outside the textual universe, or titles of other texts, 
precise forms of the marker of the allusion. In recent theories of 
allusion there has been a great achievement in the field of description 
of the allusional process and the concern with allusion's evocative 
potential. 
De Beaugrande & Dressier (1981) consider allusion as one of the most 
important kinds of iptertextuality. They argue that allusion occurs 
when people refer to a particular well-known text. Indeed, a text 
producer could be drawing upon any available prior text, but well- 
known texts are really more suitable in the sense that they are more 
readily accessible to the text receiver than other texts. The expanse of 
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actual time between producing the original text and producing the 
follow-up text could vary from one case of intertextuality to another. 
The process of actualizing a given allusion and its evocative potential 
begins by recognizing an element that occurs in a given text as asignal 
which refers to another independent unity. Then the evoked text 
should be identified. Furthen-nore, there should be a modification of 
the initial local interpretation of the passage concerned by forming one 
intertextual pattern or more. And finally, there should be, in the words 
of Hebel (1989: 7) 11 ... activation of the evoked text as a whole and of a 
theoretically limitless range of associations in an attempt to form a 
maximum of intertextual patterns. " 
The active role of the reader becomes very important here in the 
process of actualizing both the given text and its allusions. The job of 
allusion markers is somehow limited in the sense that they take the 
reader to particular points of reference outside the text concerned, 
however, in the final analysis, it will be the reader's job to collect 
information about the text or the person who is evoked. Appreciation 
of the allusion and the alluding text depends on this information. 
Intertextual Irony ' 
Irony is seen to be saying something but meaning another. Fairclough 
(1992), however, believes that such a definition of irony is not very 
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useful since it does not consider the intertextual nature of irony, that 
is, the fact that an ironic utterance echoes the utterance of someone 
else. In other words, utterance A echoes utterance B, but there is a 
difference between the meaning the producer of utterance A gives in 
echoing utterance B. The real function of utterance A is to express a 
kind of negative attitude towards utterance B., The main task of the text 
receiver is to recognize that the meaning of the echoed text is not 
really the meaning of the producer of text A.. This recognition may 
actually be based on different factors: a clear mismatching between 
the apparent meaning and the situational context, some clues in the 
speaker's tone in the case of verbal texts of putting some words 
between inverted commas in the case of written texts, or the text 
receiver knowledge of the text producer's beliefs and values. 
Quotation 
Quotation means taking words from another text and putting them 
between inverted commas in another text. There have been some 
studies conducted on whether only literal quotations should be 
considered as quotations or whether it is possible to classify under 
quotation even those quotations that are faithfully reproduced, or the 
names of characters in I. iterary works, or the titles of other texts. After 
that, the proper quotation is no longer the literal quotation but the 
ability of this quotation to refer the reader to the text from which it 
was taken and to make the reader aware that the current text has some 
relationships with something that exists outside itself. 
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Quotation opens a dimension that is deeper than this. In other words, it 
does not only refer to the original context in which it occurs. The 
quotational element evokes, in the mind of the reader, the whole 
quoted text and they could also evoke the writer of the text, his other 
works, or the literary period in which the text was produced. This is 
why quotation has started to be considered as an intertextual figure in 
recent studies. 
Morawski (1970) argues that the idea of quotation is always associated 
with the knowledge of the source from where the quotation is taken. 
He (1970: 691) defines quotation as 
"... the literal reproduction of a verbal text of a certain 
length 
..., wherein what is reproduced forms an integral 
part of some work and can easily be detached from thenew 
whole in which it is incorporated". 
The most important features of the quotation are literalness and 
discretion in relation to the structure into which it has been fitted. 
Literalness has to do with the fidelity and the accuracy of the 
quotation, while discretion has to do with the appearance of the 
quotation between inverted commas. Thus, the quotation could be 
considered as a semantic portion which is used to perform a particular 
function in a new semantic structure. The new whole can never absorb 
the quotation. lt is through the quotation that we are able to examine 
the relationship which exists between the original, to which the 
quotation belongs, and the work which has borrowed the quotation. 
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Quotation is a serniotic portion as well as a semantic. A serniotic 
portion in the sense that it belongs to the past and in the sense that it 
operates within a certain situational context, expresses some particular 
intentions of the text producer which are to be consumed in 
accordance with the needs of specific text receivers. 
In the Soviet approach, the relationship between the quotation and the 
text rather than the relationship between text and subtext has been 
concentrated on. The quotation, when shifted into its new text, 
abandons the thematic connotations of its ex-context. In other words, 
there is not necessarily any thematic correspondence between the use 
of the quotation in the new text and its use in the subtext. 
Timencik (Ruskino 1979) discusses the various dialogic relationships 
which exist between quotation and source text on the one hand and 
between quotation and the quoting text on the other. The indirect 
quotations might antonymically be related to the source text, 
expressed from a new perspective or on purposely changed to the 
degree that they could no longer be recognized. In the case of direct 
quotations, pieces from an alien text could be quoted for its 
metonymic relation with another part of the quoting text, or a 
quotation could be distributed among different works of the same text 
producer leaving the reader to gather the pieces and put them together 
in order to be able to reconstruct the quoting text. A quotaflon could 
also have more than one source. Quotations from different text 
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producers could be combined in one text presenting a kind of dialogue 
of subtextual voices. 
Functions of Quotation 
One of the most important functions of quotation is appealing for 
authority in the sense that the text producer uses the quotation as a 
device for avoiding an independent thought. Thus, the text producer, 
instead of producing his own opinion or giving the reasons for it, he 
gives a view which is assumed not to need any substantiation. 
The erudite function is the second important one. In this case, the most 
important ideas of the author under review are presented. These can be 
either inserted in the body of the text or as a footnote. When text 
producers opt for the first process it means that they are inviting their 
subjects to speak for the reviewed author, dealing with his 
propositions as the grounds on which they build up their interpretive 
arguments. On the other hand, text producers who opt for the footnote 
see that recapitulating the ideas of somebody else is more effective 
since it gives a greater coherence to their discourse. This kind of 
quotation serves as evidence and it is done aptly and briefly. Aptness 
has to do with capturing the author's most important idea with fewer 
direct references. This aptness of quotat-ion depends to a great degree 
on the context in which itoccurs. 
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If the text producer is quoting for a purpose other than the presentation 
of an author's opinions on a certain subject, then he chooses particular 
passages which are related to the investigation he is working on. This 
kind of function is the 'stimulative-amplificatory' one. In this kind, the 
purpose of the quoting person is to make the quotation serve a function 
apart from his own arguments, or reinforce the - terms in which he 
poses the problems he is dealing with, or the answers he is advancing. 
Obviously, these functions are supposed to mingle. 
Ornament is another important function of quotation. This is a kind of 
display' of the knowledge that is acquired through wide reading., This 
function differs from the erudite function in the sense that the latter is 
meant to be a faithful communication of the quoted person's views for 
endorsing and developing them or rebutting them. The former, on the 
other hand, is an intellectual conceit which sometimes does not make 
any pretence of accuracy. The quotation as ornament may really be 
marginal to the views of the quoted person. Thus, the potentials of this 
quotation appear in the quoting context but not in the original context 
where it could even be unobserved. This case makes clear the 
serniotic nature of the quotation as well as its dual semantic nature, 
that is literalness because of its original structure and submission in 
one degree or another to the structure of thequotingtext. 
Literariness of the quotation is a feature of all the above mentioned 
functions. However, the place of the quotation in the new structure is 
different. In the erudite function, it is clearly detached. In the 
ornamental function, it is thoroughly absorbed. In the authoritative 
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function, it cannot be challenged. In the stimulative-amplificatory 
function, it is a kind of pegging for new intellectual constructions. 
Intertextuality, Genre, Discourse and Text Type 
In the following, I shall study how an intertextual sign can take the 
text receiver to a virtual text rather than to a particular actual text. This 
occurs when intertextuality takes place at the levels of a whole 
discourse, a whole genre or a whole text typology. At the end of this 
section, some examples will be offered in order to illustrate this 
particular use of intertextuality. 
A genre is the production of conventionalized social occasions of 
which texts are part and which fix, so closely, their form. Genres have 
particular meanings and thus provide a specific index of relevant 
social occasions of a community at a given time. To this specific index 
belong types of genres such as editorials, novels, poetry, instruction, 
interviews, etc. 
According to Kress (1985: 7) "discourses are systematically organized 
sets of statements which give expression to meaning and values of an 
institution". A discourse gives structure to the manner in which a 
certain topic, object or process is to be talked about. It arises from the 
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major institutions of society like the educational institution and the 
political institution. 
Fairclough (1992) distinguishes intertextual relations of texts to 
conventions. This is what he calls the constitutive intertextuality. 
Constitutive intertextuality is seen as "... the configuration of discourse 
conventions that go into its production" (Fairclough 1992: 104). This 
kind of intertextuality has to do with how a discourse type is being 
constituted through combining elements of orders of discourse. 
Fairclough (1992) argues that intertextuality has to do with the 
productivity of texts, it has to do with how texts are able to transform 
prior texts and restructure the existing conventions, i. e. genre and 
discourse, in order to generate new ones. 
Riffaterre (Miller 1985) distinguishes what he calls the 'aleatory' 
which lie defines as the connection which the text receiver establishes 
between text B and a completely free and unlimited range of other 
texts. These texts could be literary and non-literary, they could be 
fragmentary or whole. In short, they could be any mode or form of 
discourse that the text receiver feels are pertinent within his own 
parameters, which are individually defined. 
I 
Genette (Morgan 1985) sees that the best way to approach 
intertextuality and transtextuality is through the larger units of 
discourse as well as genre analysis. Thus the role of the text receiveris 
not really hunting the origin but rather a process of elimination and 
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identification which are based on generic rules. Genette believes that 
the text receiver need not discover the intertext (hypotext) in order to 
be able to achieve a full understanding of the text (hypertext). 
Genette, (Still & Worton 1990) argues that it is impossible to make a 
direct imitation of a text since it is so easy to do so and therefore 
insignificant. He emphasises that a text producer could parody an 
individual text but imitate only a genre. In that case we could have 
texts with minimal transformation of other texts and maximal imitation 
of the genre. He argues that poetics should be concerned with the 
architext rather than with the individual text. By the former he means 
the set of categories, such as genre for example, which determines the 
nature of the individual texts. 
Discussing genre, Bakhtin (Fairclough 1992) argues that texts not only 
draw upon the existing conventions, i. e. genre and discourse, in a 
straightforward manner, but they also might, in the words of 
Fairclough (1992: 103) . ..... 'reaccentuate' them by, 
for example, using 
them ironically, parodically, or reverently, or may 'mix' them in 
various ways. " 
flatim & Mason (1990: 124-25) argue that texts 
it ... are always dependent on the prior existence not only of 
clearly identifiable texts but also of general conditions of 
appropriateness that may, for example, govem entire 
genres. Intertextuality in this sense makes it possible for us 
to situate a text in a system of relevant codes and 
conventions". 
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Hatim & Mason (1990: 125) argue that dividing intertextuality into 
active and passive 
11 ... would enable us to perceive relations between the functions of one discourse and those of other relevant 
discourses. It could be argued that these relations jointly 
contribute to the maintenance of such socio-serniotic 
structures as ideologies, power and cultural norms". 
By this Hatim & Mason mean that intertextuality could take place at 
the level of discourse. In other words, a discourse could take us into 
another discourse that lies outside the text with which we are dealing. 
According to Hatim & Mason (1992), intertextuality could take place 
not only at the level of discourse and genre but also at theleveloftext- 
type as well. They (Ibid: 132) argue that 
"A convenient methodological device for handling 
intertextuality would be a hierarchy building up from the 
word, phrase, clause and clause sequence..., and reaching 
the levels of text, discourse and genre... " 
In the following example, taken from the Jordanian news paper Shihan 
on 21st of February 1995 (see appendix 2.6), we see how 
intertextuality occurs at both the levels of the genre as well as the text 
typology: 
0-1w I aju. 
Ls.: oLli ýLPJI : ro ýjjl 
Ilb jta j OT LX ,! 
6JI OA 
L; V. ý 
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The text as a whole takes 
forecasting. This appears in 
, r--Wl (the weather will be), 
jU: Aj-. 6d; j (rain will fall), and 
rise) 
the text receiver to the genre of weather 
Lr--! 6JI LJL, - (weather 
forecasting), 
X-: 6) (sand storms will blow), 
CA;. j (temperatures will go 
At the same time, the text, through the weather forecasting genre, takes 
the text receiver to a purely expository text. However, the weather 
forecasting genre originally appearing in the form of an expository is 
now used by the text producer in order to argue and to make fun of the 
whole situation at both the levels of Jordan as well as the Arab-Israeli 
relations. 
The following example (see appendix 2.7), occurring in an 
advertisement for computers, takes the text receiver to the genre of 
health warning. This is a trick that is played by the producer of the 
advertisement in order to make the text receiver take seriously the 
product being advertised: 
- 
SMC business health waming 
"DATA LOSS CAN SERIOUSLY DAMAGE YOUR IIEALTIP 
In the following example (see appendix 2.8), which is supposed to be 
a kind of short editorial, the text producer is using some words such as 
3L. R; j A; L- a' I Oj-, u (by the support and the help of God) and 
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a. L-;: t- 1-ýj _ýý 
(may God give him victory and protect his soldiers) 
in order to invoke in the text receiver's mind the religious discourse: 
AD 
-, 
ý - I- II-. Jl LLtul : )t I Lr-j-e J-i; 
a-= 
LrLcý 
LPJ I ýLsdj A; L--, --, ) A-La 
By this discoursal intertextuality, the text producer is very ironical 
about the non-democratic presidential elections which took place in 
Tunisia 
Competence of Text Receiver & Text Producer 
It is ageed that intertextuality is- an operation that needs the co- 
operation of both the text producer and the text receiver who are both 
expected to be equally competent and equally creative. 
Maddox, D. & Maddox, S. (1979) argue that intertextuality is based on 
the assumption that a certain text is related to other texts. It entailstwo 
further assumptions which have to do with the intertextual competence 
of both the producer and the receptor of intertextuality. ' 
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The incompetence of the text receiver causes problems in the case of 
intertextuality in the sense that a huge amount of meaning would be 
lost in that case. Unger (1985: 1095) argues that 
"There may be readers who are resistant to or unalerted to 
any expanded significance beyond the immediate context 
of the words taken form Kyd's play. This consideration 
produces tile problem of how responsible, and how 
reliable, a reader is for expanding the significance of The 
Waste Land by attending to the sources". 
Still & Worton (1990) argue that in the theory of intertextuality there 
is an emphasis on the fact that a text could not exist as a self-sufficient 
whole because first, the writer, before creating his text, is a reader of 
other texts and therefore his work is inevitably influenced by these 
other texts. This influence of the past may range from the most 
conscious and sophisticated one to a scholarly use of sources such as 
in the case of quotations. Secondly, it is through some process of 
reading that the text is available. In other words, what happens to be 
produced at the time of reading is due to the influence of the textual 
materials of all the texts which the reader brings to the current text. If 
the text producer alludes to a work that is unknown to the textreceiver 
then the allusion goes unnoticed and it will have a dormant existence 
in the reading. On the other hand, the text receiver's knowledge of 
some works which are unknown to the text producer could result in a 
fresh interpretation. This means that we actually have two axes of 
intertextuality i. e. texts entering via authors who are first readers and 
texts entering via readers who are co-producers of the text. 
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I latim & Mason (1990) argue that the interpretation of even the 
simplest references requires a knowledge on the part of the reader that 
has to do with more than the semantic content. As a matter of fact, the 
text receiver needs to have experienced a body of texts which makes 
up particular belief systems that take place within a given c ulture. 
Thus, in order to achieve a full understanding of the text, the text 
receiver's knowledge of previous texts is urgently called upon. 
Fairclough (1992) believes that intertextuality of texts makes the 
process of interpreting the text a rather complicated matter. The text 
receiver, in order to make sense of the text, has to find ways to fit the 
different elements of a given text into a whole that is coherent, and 
determinate as well as ambivalent. Fairclough does not see coherence 
as a property of text but rather as a property that is imposed ontextby 
its interpreters. Since the text is dealt with by different interpreters 
including the producer himself, there could be different coherent 
reading of one and the same text. He is against the idea that coherence 
should be understood in an absolute, logical sense. For him (1992: 134) 
"... a coherent text hangs together sufficiently well for 
present purposes as far as the interpreter is concerned, 
which does not preclude indeterminacies and ambivalence". 
Coherclice of text depends on those assumptions which the interpreter 
brings along with him to the process of interpretation. These include 
assumptions of an ideological nature. Interpretive 
, 
positions are 
implicitly set up by a text for the "interpreting subjects" Who can use 
assumptions the prior experiences they have had in order to connect 
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across the intertextuality different elements of a text, and in order to 
generate coherent interpretations. 
This does not mean that interpreters are always able to fully resolve 
the contradictions of texts. A resistant interpretation could be 
generated by interpreters and it is possible for interpreters to make a 
kind of partial reconciliation of contradictions which is suitable for 
their immediate purposes. Some interpreters are, as Fairclough calls 
them, 'compliants', in the sense that they do not fit in with the position 
that the text sets up for them. But there can also be interpreters who 
are not compliant but more or less resistant. 
Interpreters are, in addition to being discourse subjects in a specific 
discourse process, social subjects who have different social 
experiences. The different social experiences have their effects on the 
way interpreters interpret particular texts. Other variables have to do 
with the particular interpretive protocols to which they have access, 
and on which they depend in that specific domain of discourse 
practice. For example, not all interpreters have the same capacity for 
critical reading, in all interpretive environments. Tile resistant 
interpreter could cause disarticulation to the intertextual articulation of 
the text. Ile could add an additional dimension of intertextuality of the 
text. 
Intertextuality & Culture 
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Intertextuality can occur in the title, in the caption, within the text, or 
even in the whole text when the text producer imitates' the structure of 
another genre or any other text. It is based on the attitude and the 
intentions of the text producer in the process of achieving a particular 
rhetorical purpose. Mo re often than not, the text producer resorts to 
intertextuality in order to make a strong argument and to convey an 
attitude. 
This means that the argumentative text is, most of the time, the most 
common place where intertextuality occurs. Intertextuality could take 
place in texts such as advertisements, which will be dealt with in the 
next two chapters, or in political speeches in which politicians use it in 
order to achieve some argumentative purposes (e. g. winning a 
campaign), etc. 
Intertextuality can be used either positively or negatively. An example 
of positive usage of intertextuality is Thatcher's -use of Churchill's 
patriotic phrases referring to Britain as the "great lion" in an attempt to 
play on British peoples' emotions rto achieve her own political 
purposes. On the other hand, contratextuality appears for instance 
when president Clinton used president Bush's famous sentence "read 
my lips" in an attempt to attack him for not fulfilling his promisetothe 
American people. Thisjs a good example of the negative, ironical use 
of intertextuality. 
Intertextuality is always based on previous knowledge of other texts, 
historical incidents, traditional proverbs and wisdoms, films, 
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politicians, etc. For the achievement of successful communication, the 
text producer and the text producer should share the same relevant 
background. The lack of this background on the part of the text 
receiver would endanger the whole communication resulting in a great 
loss of information and not appreciating the text producer's purposes 
behind this special usage of language. 
Different cultures show different tendencies in depending on one 
intertextual source more than the other. In the Arab world, for 
example, The Quean, the prophetic Hadith and classical poetry are the 
most popular sources for intertextuality. By alluding to such very well 
known sources, the text producer, most of the time, guarantees his text 
receiver's recognition of these sources. The great roles these sources 
play in the Arab societies, the great influence they have on the minds 
of the Arab people as well as the richness of these sources are the 
main reasons which make text producer's opt for them as their first 
choice. Moreover, the current weak political situation of the Arabs 
might be one of the reasons why they resort to these sources. In other 
words, Arabs always like to mention their old glorious days in one 
way or another since they are no longer living in these glorious days. 
However, this by no means suggests that these sources are the only 
ones depended on in Arabic. 
The Bible in Britain does not seem to occupy the same priority as a, 
source of intertextuality as does the Qur'an in the case of the Arabs. As 
a source of intertextuality, the British text producers can depend on 
anything with no priority of some sources over others. They can 
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depend on film, stories, political speeches, the Bible, historical events, 
songs, etc. They might also depend on sources which do not have to 
do with the British culture but rather with the American or the 
European cultures for example. This is due to the more or less mutual 
background knowledge their text receivers share. 
The intertextual element is a semiotic sign which takes the text 
receiver to somewhere either within the same text, a case of 
intertextuality which is not very interesting, or outside the text, a case 
which is much more interesting. It is used by the text producer as a 
means of developing a more interesting, a more convincing and a more 
implicit argument. The intertextual element, imported from its original 
place of occurrence, sometimes starts to have extra meanings which 
might not have been meant in the first place. The original meanings of 
the intertextual element change in such a way to fit the new situation, 
the new context, the new textual space, etc. 
The intertextual element sometimes starts to convey attitude on the 
part of the text producer and to change from being static into being 
dynamic. In other words, the intertextual element, occurring in its 
original natural place, takes place at the level of the static, i. e. at the 
level of what the actual words mean. On the other hand, occurring in 
the new environment, , the 
intertextual element begin to act as a sign 
which takes place at the level of the dynamic, i. e. it starts to occupya 
highlighted position and to go beyond the world of the actual words 
and to acquire new, higher significations which could be either 
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negative or positive depending on the intentions and the attitude of the 
text producer. 
The case of intertextuality proves to be very problematic in translation. 
The original text with the intertextual signals it has is addressed to an 
original text receiver who shares the same background knowledge with 
the producer of the text and consequently, most of the timeý is capable 
of identifying the intertextual element. Translating this text into 
another language would involve a different kind of text receiver who 
shares a different culture and a different background knowledge with 
the original producer of the text. The translator, as a text receiver first, 
has to identify the intertextual signal, to know exactly where it comes 
from and what is meant by this special use of language. Then comes 
the role of the translator who has to sacrifice the actual words for the 
sake of preserving the intended meanings. This means that the literal 
translation is not the solution for the current problem and that the 
translator should be opting for a kind of a dynamic translation which 
takes care of the meaning. This operation requires a very high standard 
of competence on the part of the translator who all the time must be 
consulting the text as well as the context. 
Although intertextuality is nowadays a very popular technique in both 
written and spoken texts due to the flow of in ass-communi cation and 
the various channels of worldwide communications facilitated by 
today's advanced technology, it still causes problems of understanding 
between people who belong to different cultural backgrounds. As a 
result, sometimes the translator finds himself faced with numerous 
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difficulties rendering the source language text into the target language 
text particularly if the original text, is very dense with cultural 
intertextual elements. In cases where the intertextual level is minimal, 
the translator might render the cultural intertextuality into the target 
text adopting translation techniques, that is paraphrasing, expansion, 
etc. On the other hand, where the intertextual level is maximal, the 
translator finds himself in a critical position where he cannot render 
the intertextual elements because of these cultural -centered texts 
which are originally produced for a particular audience who easily 
recognizes these various intertextual elements within that text. 
Therefore, the most problematic task the translators suffer from in 
such texts are the expanding and the explanation of all the bits and 
pieces of the original text which ultimately makes it boring and 
incomprehensible to the target language receiver because of this 
various information included in the original text. Sometimes these 
problems do not rise from the translator's lack of competence or 
sufficiency or the recognition of the source language information, but 
from the source text itself. What I really want to say is that sometexts 
are very specific to a particular society whose knowledge is shared by 
both the producer and the receiver and when it comes to translation 
these texts do not leave any room for the translator to go outside their 
informational and structural frame. 
The following example is an editorial which occured in a Jordanian 
Newspaper Shilian on 5th of November 1994 (see appendix 2.9). The 
intertextual element is the following Quranic verse (verse 29 of al- 
Kahf Sura): 
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,- -Z- ýi jij a-<'! -" j7A3 CL-t >j r- iZJ; 
Say, "The Truth is From your Lord": Let him who will, Believe, and 
let him Who will, reject(it)... (Yussuf Ali 1946: 738) 
In this editorial, the Writer attacks the Jordanian political system which 
claims to be democratic but exercises all means of oppression against 
those who stand for their rights, especially members of Islamic 
movement. He also attacks the Jordanian government for signing the 
peace agreement with Israel. He argues that it is about time people 
started to know whose side they should take. At the end of the text, be 
supports his argument with the above mentioned Quranic verse. 
Through this intertextuality, the writer is trying to say that enough is 
enough and that we must stand up for our rights no matter what 
sacrifices we make. Such a minimal intertextuality as it obviously 
occurs in the above mentioned text causes less problems for the 
translator. First, although the intertextual reference is from the Qur'an, 
the translator can render the intertextuality into a Biblical language 
that occupies the Qura'nic discourse and second, the intertextuality 
itself is straightforward and can be understood if the translator exerts 
some efforts to explain the SOURCE LANGUAGE intertextuality. 
In the following, Ia, nalysed an editorial (see appendix 2.10) which 
occurs in A]-Itidal newspaper on the Ist of January 1993. The 
intertextual reference is the title JT I which takes the text 
receiver to the well-known sentence of the prophet Mohammed 
X-J-1 ý-Slp OL-1 J-1 literally translated as "be patient you the family 
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of Yasser, you will ultimately end up in paradise". During the early 
days of Islam, the disbeliever used to put the believers in the extremely 
hot sun of the desert for the whole day and to place some very heavy 
stones over their chests as a means of torturing them and obliging them 
to desert Islam. One of the very religious families who has been 
subjected to a long process of that kind of torture was the family of 
Yasser Ibn Ammar. Passing by the place where this family was 
tortured, the prophet Muliammed said this sentence to them trying to 
encourage them and to make them keep on resisting the torture. 
Through this intertextual reference, the text producer is referring to the 
Palestinian people as the family of Yasser Ibn CAmmar, alluding to the 
Palestinian leader Yasser Arafat, known as Abu CAmmar. The 
situation of the Palestinians, expelled out of their lands in the very 
cold weather with no food and no medicine, is very similar to the one 
of the family of CAmmar. In this case, the Israelis are the disbelievers 
who will certainly be punished one day and the expelled Palestinians 
are the good believers who will certainly be rewarded. 
Thus, the intended meaning conveyed by this intertextuality is as 
follows: the Palestinians will be the winners since they are on the right 
path fighting for their lands and their freedom and the Israelis will be 
the losers since they are on the wrong track fighting for a land they 
have usurped. The translation of this intended meaning would put the 
translator face-to-face with the following problems: 1) the 
intertextuality occurs as a title and the translator has to 
' 
make sure that 
the title is as short as possible, and 2) the religious background of the 
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intertextual reference will be lost. In the following translation, I 
suggest a sentence which: 1) conveys the intended meaning 2) appears 
in a biblical language to invoke in the target text receiver's mind the 
religious background of the intetextual reference, and 3) be as short as 
a title is expected to be: "The just sball profit and the unjust be cast 
down". In this translation, although to some extent I have preserved 
the short form of the title and the religious discourse, yet I have 
distorted the historical background of the intertextual event as well as 
the play on the name Yasser (the religious family's name and the 
Palestinian leader's name). 
The reason I chose the above two examples is to show the different 
levels of intertextuality that dictate the text and how their difficulties 
in translation vary. In the following two examples, the translation of 
the intertextual references tend to be more complicated and different 
from the -previous ones. A text could contain more than one incidence 
of intertextuality taken from different sources. In the following 
editorial, taken from al-Thawra newspaper on 4th of December 1994 
(see appendix 2.11), the text producer alludes to the Qur'an, historical 
events, historical names and classical poetry. The four areas are very 
much alien to the target text receiver since s/he does not share the 
same cultural background with the source text receiver. 
In the following, I mention all the intertextual elements and then 
discuss what the text producer meant by inviting them into his text. As 
far as the Qur'an is concerned, the text producer uses the following 
allusions to different verses: 
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4ý'Ný 9. »5. J ? ü, 4. JA (>+. ) 
g, 9 i 
which takes the text receiver to the following three Quranic verses: 
AM 
(Al-Acraf 186) 
"... Leave them in their trespasses, Wandering in distraction. " 
(Yussuf Ali, 1946: 397) 
B- __7i '-)J 
(AL-Rahman 17,18) 
"(He is) Lord Of the two Easts And Lord Of the two Wests: Then 
which of the favors Of your Lord willyedeny? " 
(Yussuf Ali, 1946: 1474) 
ziý. iii rxp üj-J- ý_v üe (i ý 9,5 e- -4. 
ý j.. >' 5u 
(AL-Takathur 2,3,4) 
"But nay, ye soon sball Know (the reality). Again, ye soon shall know! 
Nay, were ye to know, With certainty of mind, (ye would beware! )" 
(Yussuf Ali, 1946: 1780) 
The text producer is using the Qur'an discourse in order to give the 
situation great importance and seriousness and consequently to give 
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the Syrian president great value and to exaggerate the fact that all the 
Syrian people are with him. By this intertextuality, he is comparing the 
president to a prophet who, bringing a new message, people outside 
Syria are questioning its truth. Through these intertextual references he 
is indirectly saying the following: "if the rest of the Arabs are Ignorant 
of our position towards you (Al-Assad) then leave them wandering in 
distraction, ignorance and arrogance. How dare they not value your 
views. Surely they will know we are with you until the Day of 
Judgment". 
2) j. -L. S La 
(Yussef 18) 
"It is God (alone) Whose help can besought" 
(Yussuf Ali, 1946: 555) 
Again, this intertextuality is meant to give the Syrian president an 
extra weight and to make him appear as somebody with extraordinary 
deeds. 
3) 
(A]-Haj 39) 
They are wronged; i -- and verily, God is Most Powerful For their 
aid" 
(Yussuf Ali, 1946: 86 1) 
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This intertextuality is also meant to give the president extra weight 
and to talk about him as a highly religious and committed person 
performing a sort of jihad. 
This shows how the above mentioned Qur'anic verses have started to 
acquire new meanings (overpraising and glorifying the president on 
the one hand and condemning the stupidity of the Arabs on the other) 
and to be used for purposes different from their original usage. In 
other words, this proves how these verses have been shifted from the 
condition of the static, their original meanings in their original 
occurrence, to the condition of the dynamic where they have gained 
extra meanings not intended in the original. 
As far as the history is concerned, the text producer alludes to the 
following: 
1) jLj al: a battle which took place between the Persians and Arabs in 
615 AD. Persians wanted to invade the land of an Arab tribe called 
Bakr b. Wac'il. The other Arab tribes, feeling the threat of the 
invasion, all unified to fight against the Persians and won thewar. 
By this historical intcrtextuality, the text producer is alluding to the 
fact that the Syrian president is in the battle alone and that all the 
Arabs should join him in this battle and should be supporting him 
instead of signing peace treaties with Israel. On the other hand, the 
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text producer is emphasizing the Syrian' support and loyalty to their 
leader and alluding to the fact that they will never let him down. 
2) zLcýj zj-k: people of A'd and Thamud who used to live in the Arabian 
peninsula. These people disobeyed God who said: 
zl_ýLq j-A-4JI z C&j .... A. 4AI ! Al ýj! ZL-u !. 
Lj J-sti 
(Al-Fajr 6,7) 
"Seest thou not How thy Lord dealt With the Ad (people), ... And with 
the Thamud (people), who cut out (Huge) rocks in the valley? 
(Yussuf Ali, 1946: 1732) 
This intertextuality is also meant to glorify the president and even to 
rank him near to God. The names of iLrj zj-l, originally referring to 
these historical people, are now shifted to cover all the Arabs and to 
indirectly say that if the Arabs do not stand beside this great president 
their fate will be as that of zLcj z_ýI. 
This word goes back to CAbbasid period where a Muslim 
woman in the Roman's land, being subjected to a moral insult, shouted 
*I - --, t ii calling on Al-Mu'tasim who was the Khalif by that time. 
Hearing about that, Al-Mu'tasim sent an army consisting of about 
70000 soldiers to fight the Romans. 
Through this intertextuality, the president is glorified as a person to 
whom all people turn when oppressed. What this really means is the 
187 
following: "If the truth remains defeated and justice continues to be 
humbled and the poacher keeps asking for more, then Oh humbleness, 
alas, Oh Muctasima, alas, Oh Hafiz, alas". 
As far as poetry is concerned, the text alludes to the following poetic 
lines 
ijzpAAj CL-Jý ý. ýj ljz,, Al Lw. Us 4:. jV"j 
jrCý 
Z)j. 5 A! --, ýLA LSICLl 
ýVl 
a 
Jj 
Z)i-" L, #L.: All LrI. J C.. JbjVj LU4.6 a-. Lj Ll j-t. -z Vj3 
All these incidence of intertextuality are made to glorify Syria and its 
president and to make him look like a hero with' whose help nobody 
could even exist. 
The very special rhyme, associated with the whole text is also 
meant to make out of the text something extraordinary, talking about a 
person that is extraordinary as well. 
Through all these intertextual references the text producer, very 
cleverly, manages to make his text appear as an expository and 
documentary text in order to be able to argue with the least effort 
made on the part of the text receiver. This justifies the reason behind 
the near disappearance of argumentative signals from the text such as 
the hoivevers, the buls, etc. 
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Translating such intertextual reference would put the translator face to 
face with one of the most difficult, if not impossible, problems in 
translation. Intertextuality is a culture-oriented technique whose 
translation requires a very rich background knowledge and experience 
of the source language on the part of the translator. For the above 
mentioned intertextual reference, and as mentioned before, the 
translation of the intended meaning is the only way to do it although it 
puts a lot of other matters at risk such as the Qur'anic discourse, the 
richness of language, the functional rhythm, the extremely formal 
register, etc. Moreover, it would effect the strength of the argument 
which is basically given vigor from the unchallengeable sources it 
depends on (the Qur'an, the history, the poetry) and the way these 
sources have been brought together in order to make a whole entity 
serving the overall purpose of the text. 
As I have illustrated some examples from Arabic texts, *I will now 
discuss some English ones. The following examples are taken from an 
editorial (see appendix 2.12) occuring in the British "Independent" 
Newspaper (7/12/1994). 
The text producer is referring to various aspects of British events. 
These intertextual references take the text receiver to either films, 
books, topical news or TV programmes which would be easily 
recognizable by most people in Britain. 
The title of the text 'Why not stuff a few of these down your 
stockings? ' invites the text receiver to the genre of advertisement and 
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prepares him psychologically for receiving new ideas concerning 
Christmas gifts. However, these expectations on the part of the text 
receiver turns out to be false the moment s/he starts reading the text. 
The text receiver finds out that a trick has been played on him andthat 
what the text contains is a criticism of current political and social 
events rather than an advertisement for Christmas presents. Through 
all these allusions, the text producer is actually poking fun at previous 
texts which occurred in the news in 1994, or items which have 
become fashionable over the last few years. The author is sarcastically 
suggesting a range of presents, and suggests that they are items which 
anyone who likes to have all the latest gadgets, and show off to their 
friends, should have. 
The text contains various cultural references which are very British 
centered. Some of these references are: 
(A) "Emonalizcd ID Card", Although ID cards have not yet been 
introduced, the fact that it is a possibility that they will has created a 
lot of controversy. The author is sarcastically suggesting that everyone 
would like a personalized ID card - which of course they would have 
anyway - as a Christmas present. The ID card is being considered as a 
form of security with the possibility of internal borders in Europe 
being removed. This is being seen as a threat to civil liberties, and an 
intrusion of privacy, as they would contain details which most people 
would rather be kept private. 
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(B) Your Very Own MP: referring to the scandals involving MPs in 
the last year or so e. g. taking of bribes and accepting of money for 
asking questions in the House of Commons, sex scandals etc., the 
author is once again using sarcasm. It suggests that some MPs are so 
corrupt that they can be bought, for any reason, at a price. 
(C) Selection of trendy stickers for your car window: 
1) " I've had my Tory Whip withdrawn". This could be referring to the 
sex scandals involving Tory MPs, or a reference to the Tory MPs who 
have had th e Whip withdrawn for rebelling against the Government 
over Europe. This has created instability within the Tory Party and has 
also threaten ed tile Government's majority when it comes to crucial 
votes. 
2) "Romanian Baby on Board": is again a reference to the common 
car stickers with 'Baby on Board' which are used in cars to alert other 
drivers to be more careful as there is a baby in the car. In this case, it 
is making a sarcastic reference to the cases of orphans in Romania, 
which many childless couples in the West have been attempting to 
buy, and bring back to countries like Britain illegally. One such British 
couple were imprisoned in Romania for exactly this. 
The text is written in' an advertisment genre. That is to say, the text 
producer hijacks anot4er genre to serve his own rhetorical purposes. 
This genre is signaled by the following: "run out of ideas for 
Christmas presents... Don't worry... will be on sale... a gold-plated 
rubbish skip!... From only 500,000 pounds..., Only 17.99... batteries 
extra... When you've selected what you want, just send your list, and a 
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blank cheque, to this column... But hurry! ", etc. In this example, we 
can clearly see how the genre of advertisment is shifted from the static 
to tile dynamic. In other words, the genre is no longer used for 
advertising, but rather for making fun of the whole situation and for 
being sarcastic. This means that the genre is currently used to achieve 
purposes different from the purposes it originally achieves and thus 
used in the dynamic state and in- a higher level of signification. In 
advertisement genre, the text producer resorts to different means in 
order to achieve his main purpose, i. e. convincing the text receiver to 
buy the advertised product. One of the well known means is using 
politicians or known events to achieve humour and to attract the 
attention of the text receiver. In this text, however, the whole case is 
done the other way round. In other words, the text producer in the 
form of the advertisment genre, is using some politicians, political 
events, social events, in order to make fun of the whole situation and 
to be severely sarcastic. 
This text proves to be highly problematic to the target text receiver 
since it is built up on events which are not only alien to him but also 
very local events which cannot be understood but by the British text 
receiver himself. Belonging to a completely different cultural 
background and not sharing the same knowledge with the source text 
producer, the target text receiver would feel absolutely lost if he did 
not get a great help from the translator. On his part, the translator of 
such a text is not fully able to help his text receiver for the following 
reasons: 1) The translator himself will find it very difficult to 
understand the text and the intertextual references without consulting a 
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native speaker. 2) intertextual references in this text are maximal. By 
maximal I mean the numerous intertextual sources currently invoked. 
As a result, if by any means the translator resorts to the footnote 
technique, he will end up putting the whole text in a footnote. 3) 
Resorting to other translation techniques such as expansion, 
paraphrasing, addition, etc. the translator will find himself obliged to 
stop at almost every sentence and expand it in an attempt to make the 
target text receiver understand it, something which would make the 
text boring. 4) Resorting to a translation technique such as omission 
will definitely distort the text, make it difficult to understand and 
causes the loss of its identity. These reasons show how such a text is 
one of the most difficult, if not the impossible, texts totranslate. 
Conclusion 
The main aim of this chapter has been to deal with the issue of 
intertextuality, its function, its kinds and, more importantly, the 
problems intertextual references emerge in the process of translation. 
Due to the fact that the target text receiver and the source text 
producer do not share either the cultural background or the 
informational background, the target text receiver needs a great help 
form the translator in , order to be able to understand the intertextual 
references, and consequently the whole text. The translator, on the 
other hand, is not always able to provide the target text receiver with 
the help the latter expects due to the complication of the intertextual 
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references sometimes. These points have all been discussed and 
illustrated by examples from both Arabic and English. 
194 
k 
CHAPTER FOUR 
ADVERTISING 
Introduction 
The main aim of the current chapter is to conduct a comprehensive 
study of advertising. This study will include: the meaning of 
advertising; the goals of advertising; the role of advertising; the 
prerequisites for an advertisement to be successful; types of 
advertising, and styles of advertising. The study will also cover the 
question of standardisation of advertising and the problems 
advertising encounters when transferred from one culture to 
another. The question of how advertising persuades through 
appealing to emotions, to intellect, or through being humorous will 
be carefully considered. The current chapter will also deal with the 
paralanguage of advertising, such as music, as well the language 
of advertising (grammar, vocabulary, etc. ). The issue of deviation 
from the nonn through neologism, deliberate misspellings, etc. will 
be discussed. The question of intratextuality and intertextuality and 
how they are depended on in advertising will be looked at. The 
study will also cover the use of taboos in advertising and how 
taboos are looked at differently in different cultures. The current 
chapter will also deal with Gricean maxims and how these maxims 
are violated and how implicatures emerge as a result of such 
violations. 
What is Advertising? 
"Advertisements as discourse must first be recognized as 
paid, non-personal communication forms used by 
identified sources through various media with persuasive 
intent. " 
(Rotzoll 1985: 94) 
The concept of advertising is a complicated issue since it involves 
two interactive processes-communication and persuasion- which 
both have many different aspects. In order to have an idea about 
how complicated the world of advertisement is, the reader might 
start by asking questions which have to do with who is speaking to 
whom, by what means and what is the purpose behind the whole 
communication. The answers to such questions will prove that 
language plays an important role, but obviously not the only role, in 
the communication network; and that advertisement, although 
appearing to be straightforward and simple, is usually extremely 
subtle and carefully structured. 
To advertise is to draw attention to something, to notify or to 
inform somebody about something. Its main purpose -is either to 
familiarise or remind the advertisement receiver with the benefits of 
i the advertised products, service, ideas, etc. in the hope of increasing 
sales, the service being used or the ideas being adopted. 
Advertisement are usually addressed to both the mind and the heart 
of the audience. 
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The advertiser's goals are quite specific. He wants to make an 
appeal to the audience, to grasp their attention and, through a short 
verbal or visual message, convince them to buy the advertised 
product or behave in a certain way. An element in an advertisement 
has to be attended to before any other processing responses take 
place. This means that attention is the first necessary processing 
response in a given advertisement. The content of a given 
advertisement cannot perform its informational and influencing 
tasks unless the advertisement grasps the attention of the potential 
buyers both mechanically and mentally. The mechanical attenfion 
has to do with the advertisement being observed. Once the 
mechanical attention is achieved, the content, with the help of 
certain other factors, must work on the process of developing 
mental attention and change it at once into interest in the message. 
Attention is a response which can be initiated either involuntarily or 
voluntarily. The involuntarily attention can take place by a change 
in the external stimulus pattern and it is called reflexive attention. 
On the other hand, the voluntarily attention takes place after prior 
responses occurring internally in the brain which push a person to 
look for a certain external stimulus to attend to - this is called 
selective attention. In advertising, the advertiser has to use stimuli 
in his advertisement in order to maintain attention on the part of 
the audience. This stimuli could be either reflexive ' or selective, 
depending on the two most important communication effects: brand 
awareness and brand attitude which all advertisements are keen to 
achieve. 
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The attention of the advertisement receiver can be attracted by 
many ways. The most important and popular way seems to be 
through presenting the text receiver with something that is really 
surprising and unexpected. This element of surprise and 
unexpectedness can be achieved by many means such as departing 
from the conventions or rules of language through deliberate 
committing of grammatical mistakes, spelling mistakes, etc. These 
deviations will be studied in detail later on the presentchapter. 
It has been argued that one of the most difficult things the 
advertiser faces is selecting the appropriate, believable and efficient 
appeal for a given brand in a certain instance. The advertiser's own 
ideas about what is the best thing to say could sometimes be very 
far away from what the potential buyer is interested in. The claim 
that the advertiser makes must say something for the brand which is 
important and interesting to the potential users of the product. 
Two kinds of appeal have been recognised, namely the positive and 
the negative appeals. Positive appeals are directed towards the idea 
of attaining of something that is useful, beneficial as well as 
desirable. More often than not, advertising makes use of positive 
appeals. -Negative appeals, on the other hand, warri against 
annoying, repulsive or uncomfortable conditions or situations. They 
are meant to arouse fear in the advertisement receiver to the end 
that the advertised product or service will be very well known and 
favorably thought of. 
The advertiser can either address the emotions of the audience, and 
this is called the emotional appeal, or the intellect of the audience- 
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the rational appeal. In the emotional appeal, the advertiser suggests 
rather than arguing. Before choosing the kind of appeal to be made, 
ano before being able to decide what to say, the advertiser has to 
know 
, about the social and psychological entities 
he is dealing with. 
He. has to know about their desires, attitudes as well as habits. 
Both time and space of advertising are normally very limited: a 
minute or even less for a TV advertisement, a limited area of a 
screen or poster, one or two pages for magazine, advertisements, etc. 
But time and space are not the only restriction in advertising for 
there are also the constraints of content and function. The 
advertiser, among all these restrictions, has to manage to serve a 
customer and sell the advertised product. 
A cheap advertisement can be done quite infon-nally and locally by 
word of mouth. But, if the advertiser wants to inform a huge 
number of people about something, he needs to advertise by public 
announcement i. e. advertising. 
In Western societies, advertising has become extremely 
sophisticated and important to the degree that it is considered 
alm ost vital. In order to get their message across to a wide 
audience, advertisers use many different methods. They make use 
of the medium of mass communication, i. e., radio, television, local, 
national and international press, magazines, posters, films as well as 
direct mail. Advertisers also make use of junk mail, product 
packages and streets hoardings so it is impossible to avoid 
advertising which seems to be almost everywhere. 
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However, some of these methods of communication are not 
available to the Arab advertising agencies. First, if was not unfil 
recently' that people 'in the Arab world recognised advertising as a. 
senous means of selling products. In addition, being a consumers of 
other' countries products, in almost every product makes advertising 
in' the Arab world less successful and influential. Second, and more 
im por-tantly is the lack of advertising education which might enable 
people to take advertising more seriously as well asAe expansion 
of advertising focus beyond major cities as is the case with Western 
Countries. 
Williamson (1978: 57) argues that 
"Advertising is the official art of the advanced industrial 
nations of the West. It fills our newspapers and is 
plastered all over the urban environment; it is a highly 
organised institution, involving many artists, writers and 
film directors, and comprises a large portion of the 
output of the mass media. It also influences the policies 
and the appearance of the media and makes them of 
central importance to the economy ..... advertisers want 
us to buy things, use them, throw them away and buy 
replacements in a cycle of continuous and conspicuous 
consumption. " 
It is clear that advertisers have many methods to get their messages 
passed to their audiences. The method they choose to adopt 
depends to a large extent on the target audience to which the 
message is addressed. When the word advertising is uttered, the 
first thing to jump into our minds is the commercial consumer 
advertising which is considered to be the most prominent type of 
advertising. This kind of advertising requires a large sum of money 
as well as skills. 
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The advertiser's main' goal is to sell goods at a profit for' the 
company concerned, to provide a service to the public, and to 
influence the actions of his audience by appealing to their senses or 
emotions. Advertising might serve as a reminder to the audience of 
the existence of a given company or a given product, to maintain 
the positive influence of the reputation of the company, basically 
during the times of awareness and purchase. Advertising can also 
create interest in a certain company or product inducing the 
audience to look for further information about the advertised 
product. 
For an advertisement to be successful, Leech (1966: 27) suggests 
that it must accomplish the following four factors: 
"I - It must draw attention to itself. 2. It must sustain the interest it has attracted. 
I It must be remembered, or at any rate recognised as 
familiar. 
4. It must prompt the right kind of action. " 
Critics have different points of view about the relative importance 
of these four prerequisites. Some of them focus on the element of 
attention in advertising, others on the element of readability. 
Another group would see that the element of memorability is the 
most important achievement while a fourth group would see that the 
element of selling power is the most important. 
In order to effect buying bebaviour, an advertisement sbould leave a 
lasting impression on its receiver. An advertisement would gain 
nothing if the advertisement receiver fails to remember the name of 
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the advertised product. Thus, at least, part of the linguistic message 
has to be remembered. As a matter of fact, the role of the verbal 
memory should go beyond the brand-name, to the memorising of 
slogans, key-phrases, pieces of song, etc. which occur in the 
concerned advertisement. Repetition, be it in a single advertisement 
or a whole advertising campaign, seems to play an essential role in 
the process of memorising brand name, some catch-pbrases, etc. 
So, any piece of language that is often repeated can easily stick in. 
our minds. But the question which arises here is what makes one 
piece of language much more memorable than another? 
Remembering a certain piece of language depends to a large extent 
on the influence it made on us when we first heard or' saw it. In this 
sense, we are suggesting that the goal of memorability goes hand in 
band with the goal of attention value. But there are other means 
which help us memories, such as phonological regularities of 
alliteration, metrical rhythm, and rhyme. 
It is reasonable to deny that there is any general connection 
between language and selling power. As a matter of fact, it is very 
difficult to make generalisations about any properties of 
advertisements that sell. The success of an advertisement depends 
on many unknown as well as known variables- in the words of 
Leech- (1966: 30) 
"... not the least of which is the analysable creative skill 
of choosing and implementing the right kind of selling 
approach for the right kind of situation. The kernel of 
the sales message - the 'vital promise' or 'unique selling 
proposition' - has to be in some way special and different for each product. It would seem vain to look 
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for uniformity in an area where uniqueness is held in 
honour. " 
Types of Advertising 
Reason & Tickle Advertising 
Advertisements are sometimes classified into what is called 'reason' 
and 'tickle' advertisement. The former suggests motives for 
purchase, for example, Fairy Liquid is said to be a better buy than 
any other washing up liquids for the simple reason that it washes 
more dishes. Tickle advertisement, on the other hand, make appeals 
to emotion, humour as well asmood. 
It might be obvious that advertisers in the Arab world still use 
'reason' advertisements more than 'tickle' advertisements. This is 
either because the advertisers do not think their audience are 
capable of decoding the implicated puzzle or that the concept of 
playing on emotion and bumour is still not recognised well in the 
Arabic advertisement. More significantly, the advertisers 
themselves lack sense of humour as well as the complication of 
cultural usage in their advertisement and therefore is reflected 
generally on the notion of Arabic advertisements. The Arabic 
audience in comparison with the British or Western countries in 
general still view advertisements as something insignificant in their 
daily life. Thus, advertisements have no great influence on the 
general public and people seem to buy products according to their 
needs rather than the effect and the influence of advertisements. 
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The impact of advertisements in the Arab world varies from one 
country to another. For instance, countries like those of North 
Africa, Egypt and the Levant countries might involve and interact 
with advertisements more than those of the Arabian Peninsuala. This 
variation stems from, first, the links of some of these countries 
with , the Western Countries geographically, commercially and 
politically resulting in being more familiar with the Western 
countries culture than those countries of the Arabian Peninsula are. 
Moreover, most of the Arabic advertisers and actors, (if not all, 
excluding North Africa) are people either from Egypt or the 
Levant countries. 
The concept of advertising is still seen by some audiences in the 
Arab world as new and strange, particularly tickle advertisements. 
Thus, the transference or standardisation of advertisements made 
for Western countries audiences forms one of the most difficult, if 
not impossible, tasks faced by translators. Most advertisements 
which concern foreign products which are imported to the Arab 
world are either duplicated or translated literally where the 
emphasis in Arabic is on the image of the product itself and not on 
what accompanies it such as the language and the associated 
cultural signs which can have an impact on target audiences in 
some countries. 
An example which fits here perfectly is the advertisement for 
Marlboro cigarette (See appendix 2.13) which has been transferred 
into Arabic as the following: 
t; l JLj Lj<J1 J1 JL.; 
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The original advertisement in English is: "Come to where the 
flavour is. Come to the world ofMarlboro". 
The advertisement shows a cwoboy dressed in his cowboy costume 
smoking Marlboro in one picture and on the other side of the page 
sitting down on a stone drinking coffee. The man looks tough and 
as if he is wondering where to head next. The serniotical signs i. e. 
the paralanguage behind the advertisement imply that Marlboro is 
associated with the toughness and roughness of men like cowboys 
who are known for their hard life, courage and nomadic lifestyle. 
The Arabic translation has lost all of the cultural signs which which 
implied in the original version. Instead, the translator has 
concentrated only on the product itself ignoring all of the cultural 
signs which reinforce the image of the product. This can be seen in 
the first half of the Arabic sentence, L. +<J1 -! ý 
31 JL--,; The 
emphasis here is on the word Z+<, which is the real flavour of the 
cigarette and not the real life of cowboys which Marlboro is 
associated with. Hence, the translator has not been successful in 
conveying the connotational meaning of the SL advertisement. 
More of these problems will be dealt with in the next chapter which 
will concentrate on data analysis. Meanwhile, I will carry on with 
the definition of different types of advertisements and the language 
of advertising. 
Commercial Consumer Advertising 
Commercial consumer advertising is advertising that is addressed to 
a mass audience with the main aim of promoting the sales of a 
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given commercial product or a given service. Advertising can occur 
in - different shapes and forms with commercial consumer 
advertising as the most important and the most popular one. This 
particular type of advertising requires more money, space and high 
professional skill than any other type. it has been described by 
Swindells (1966: 88) as: 
"aggressive, repetitive stuff, which is typical of the 
majority of advertisements. Sometimes, it tries to 
persuade the reader to take an immediate action, like 
filling in a coupon, or entering a competition, or writing 
for further information. Sometimes, it is content merely 
to describe the advantages of the product while, at the 
same time, conveying a sense of urgency. " 
More often than not, this kind of advertisement depends on short 
sentences and the direct approach, like, for example, "Don't wait - 
go for it", or "Don't miss this opportunity. " 
Classified Advertising 
Classified advertising occurs when, for example, an individual 
places an advertisement in a newspaper or magazine or when a 
department in a given store announces a January sale. The intention 
in this kind of advertiging is to sell goods. In a personal classified 
advertisement, this normally means a kind of unique transaction 
such as a particular flat that is for sale, a particular job that is now 
available, a particular used car that is for sale, etc. Once the 
advertised item is sold, the advertisement is obviously discontinued. 
The case of the department store is less individualised. The store is 
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not only attracting the attention of the potential customer to the 
advertised department to the whole store, and not only in January, 
but round the year. Still the advertisement does relatively little to 
grasp the attention of the potential customers except to announce 
what goods it is advertising are for sale and at what price. This 
could be an effort to create customers for the store in addition to 
selling the advertised product. But the main job of classifieds is to 
identify the advertised product and to announce its price. 
Trade and Technical Advertising 
This type of advertisement is specifically addressed to a particular 
section of the public or to particular readers, i. e. those readers who 
are interested in special fields like computers for example. This 
type of advertisement is most likely to occur in specific trade 
journals, or in pages dedicated to business in newspapers. Trade 
and technical advertising tends to put more emphasis on factual 
information about the advertised product rather than trying to 
persuade. In other words, both the advertiser and the target 
audience have a particular interest in the advertised product or the 
advertised service. 
Prestige Advertising 
Leech (1966: 25) argues that 
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"'Prestige' advertising is on the borders of advertising 
and public relations: it seeks not so much to promote 
sales, as to bring about an alignment of public opinion 
with commercial interests. " 
The main aim of this type of advertising is to create a kind of 
lasting goodwill between a company or product and the audience 
and to establish a good reputation for the advertised product. This 
kind of advertising is not non-nally meant to influence sales directly. 
Dyer (1982: 5) states that: "The inherent message in this type of 
campaign is the promotion of capitalist enterprise and the values of 
the acquisitive society. " 
it tries to pass on its message by implication rather than by 
resorting to making a bold statement e. g. saying that although a 
given product might be the most expensive in the world, it is the 
best. According to Swindells (1966: 89), prestige advertising: 
"sometimes sells an ephemeral atmosphere, like sophistication or a 
feeling of well-being, rather than the product which provides them". 
National advertising 
National consumer-goods advertising differs to a great degree from 
classified advertising. Thle difference basically lies in the fact that 
while the connection between advertisement and the sale is direct 
in classified advertising, or between the advertisement and the 
customer contact fairly directly in the January sale advertisement, it 
proves to be, in both space and time, very remote and indirect in 
the case of national consumer-goods advertising. The best example 
208 
would be a commercial for Coca-Cola where the customer is not 
told how to get the advertised product since the advertisement itself 
does not announce a phone number to call or a place to shop in. 
Such an advertisement takes two things for granted, namely the 
shopping skills of the potential consumer and the successful 
distribution of the advertised product to retail stores. Moreover, 
such advertising does not presume a quick response to its effortson 
the part of the potential consumer. In other words, it does not 
presume that the potential consumers will quickly respond by 
buying the advertised product the moment they read or see the 
advertisement. This means that this kind of advertising works as a 
general reminder or reinforcer but does not involve an urgent appeal 
to buy the advertised product. What the national consumer-goods 
advertisement says or depicts, then, has to be both relatively 
placeless and relatively timeless. 
Government Advertising 
Usually the aim of Government advertising is far from making a 
profit, however, it sometimes makes use of the persuasive 
techniques used in commercial advertising. Advertisements which 
fil II ill this category could be, for example, an announcement 
containing an of appeal on behalf of a particular institution or 
organisation, such as The Health Education Council for example. It 
can also be an announcement for a particular political party. The 
aim of the government advertising and announcemenf depends on 
whether it is made for political or charity purposes. 
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Descriptive Advertising 
Descriptive advertising describes the product and how to use it. It 
also gives some general information, such as how the product is 
manufactured. Descriptive advertising is known by its more long- 
term nature in the sense that its main goal is get the consumer 
impressed sufficiently so that the next time s/he is in a shop looking 
fo ra certain type of product, the advertised product will 
immediately come to his mind. Swindells (1966: 91) states that: 
"Descriptive advertising teaches or persuades its public 
that a certain article or service is desirable. It may do so 
by reasoned argument, by suggestion, or by a 
combination of both. It may, and usually does, require 
time in which to succeed, achieving its end through the 
c. umulative effect of successive advertisements spread 
over 'Many weeks, months or even years. The object of 
each advertisement in a descriptive series is to create a 
certain impression rather than simply to bring about an 
immediate purchase. " 
Reminder Advertising 
In reminder advertising,, the advertiser has to find his own way to 
gain public favour for his product, which needs to be maintained 
once again. The advertisement should not lose its interest or be 
eliminated by advertising competitors. In other words, the selling 
theme which is being presented for many times through commercial 
and descriptive advertising must always be enhanced so that its 
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importance sticks in the minds of the people. This means that the 
advertiser has to substitute this specific reminder advertisement in a 
way that it matches with the publicview. 
By doing this, even though nobody can guarantee that the 
advertisement receivers will always be fully aware of advertiser's 
product, the advertisement at least helps to preserve the image of 
the product sufficiently so that the advertised product would be the 
first thing to the mind of the consumer when he thinks of buying 
such an item (e. g., the colour purple for Silk cut cigarettes and gold 
for Benson and Hedges). This type of advertising also helps to 
prevent a retailer from making the potential consumer change his 
mind at the last minute and buy a competing product. Finally, 
reminder advertising makes 
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it more difficult for the advertisement 
of a competitor to grasp the potential consumer's attention. 
Nevertheless, the advertiser is still in need of help extended from 
the retailer for having his reminder advertisement as a way of 
promotion to the product. 
Hard-sell & Soft-sell Approaches 
Two kinds of approaclics to advertising have been distinguished, 
namely the 'hard-sell' approach and the 'soft-sell' approach. The 
hard-sell technique is known as being relatively straightforward. 
with this technique, the advertiser encourages the potential 
consumer to buy the advertised product and provides him or her 
with one or more reasons explaining why this particular advertised 
should be purchased. In other words, the hard-sell line is the 
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following: "Buy Brand X because it is the best quality and the 
cheapest". This method of bard-sell which is similar to that of 
'reason advertisements' which I have dealt with earlier is more 
popular in the Arabic advertisements more than 'tickle 
advertisements' and soft-sell which concentrates more on indirect 
methods persuasion, hurnour, vagueness and emotion. This is for 
the simple reason that advertisers try to be simple and 
straightforward in their language usage and purpose of selling. The 
other problem besides the unpopularity of advertising in some Arab 
countries might lie on the illiteracy of some consumers who will 
have great difficulties in understanding or decoding any kind of 
peculiarities. 
On the other hand, the soft-sell depends on more subtle and more 
indirect methods. It to the emotions of the advertisement receiver 
and attempts to establish a sort of link between the advertised 
product and, for example, beauty or money, romance or self- 
confidence, success or prestige humours. For example, if a beautiful 
desirable girl appears in a TV advertisement, the suggestion is that 
her beauty and desirability are connected with her using a particular 
product. 
I 
The Role of Advertising 
Advertisers make use of media in order to make sure that their 
advertisement will reach as much people as possible. They do 
everything they can to grasp the attention of the addressed public. 
Any advertising message should include some information. To 
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achieve this goal, advertisers usually produce advertisements which 
are , persuasive and because of this information these 
advertisements include does not have to be entirely truthful. 
Advertising occupies a unique place and function among the many 
overlapping social forces in our modem life. I ts role is not restricted 
to offering a whole array of products to a consumer society, 
improving the economy of a given society, or feeding people with 
information about the available goods and services, it also goes 
further, to involve manipulating, social values as well as attitudes. 
Understanding advertising as a form of influential social institution 
has to be done as part of a social process which is very strongly 
linked to the economies of Western industrialised nations. It is 
evident that advertising, in addition to influencing on some of the 
general values and beliefs of a given society, has a kind of 
interaction and actually effects other forms of communication such 
as literature, art and even language itself. 
Style of Advertising 
Advertising in English, can be considered colloquial rather than 
formal and simple rather than complex. The movement to 
colloquialisation is, considered to be an extension of a process 
which has been taking place during the last hundred years through 
the advent of general literacy and education as well as through the 
growth of media and mass communication. This is the evolution of 
a popular style of communication known as the colloquial style 
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since it has all the most important features of colloquial English, of 
the two facts that it generally has a collective origin and, it is 
addressed to a large audience. 
Thus, the rise of this public-colloquial style is attributed to the huge 
size of audiences which can now be reached through direct 
linguistic communication: mass audiences unimaginable before 
general literacy and broadcasting. Formal English is considered to 
be difficult since it is -the style which people have to acquire second 
to colloquial English through formal education. This is obviously 
the reason behind the advertiser's opting for a colloquial style when 
his goal is to communicate with the general public without taking 
standards of - education into consideration. 
In Arabic advertisements the advertisers use a standard language in 
order to communicate with mass audience and as a part of the 
policy -of preserving the convention of the Arabic language 
standards. While British advertisers opt for the usage colloquial 
English to communicate with the general public irrespective of their 
education, the Arab advertisers are sometimes faced with one more 
problem and that is creating or translating an advertisement into a 
language which can be understood through the entire Arab world. 
Therefore, unlike British advertisers who favotir th6 colloquial 
English to bit a widespread audience, the Arabic advertisers resort 
to the standard Arabic which can be understood through entire Arab 
world irrespective of their different dialect. This can be found more 
in written as opposed to verbal i. e. T. V advertisements. As a result, 
any translation of foreign advertisements into Arabic must take into 
consideration the various elements and conventions of the Arabic 
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standard language. Again irrespective of their different traditions, 
customs and culture which varies from one country to another. In 
addition, to the already huge difference between the British culture 
and language in contrast with the Arabic language and culture, what 
makes it more complicated is the internal differences within the 
Arab world culture and dialects. This latter point will be illustrated 
in the following chapter more clearly. 
Standardisation of Communications Strategy 
In both developed and developing economies, the main aim of 
advertising is to perform basic functions. Generally speaking, the 
larger meanings which are conveyed to most people are those 
meanings of any advertising message. Regardlessýof how different 
their social backgrounds, cultures, economies, and traditions are, 
consumers depend on advertisements fo r improving their 
knowledge of the company and their product, and for facilitating 
their decision to buy the right product and to pay therightprice. 
It is through standardisation of d communication strategy that a 
given company is able to achieve a company image that is 
rccognised all over the world. The task of transferring marketing 
strategy from one country into another has been faced by clashing 
points of view. To some critics, standardiation is not desirable at 
all, and more than one theme is essential to respond effectively to 
the cultural differences which take place among countries. This 
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group of critics argue that the task seems to be extremely difficult, 
if not impossible, due to the differences in market characteristics, 
industry conditions as well as legal restrictions. Another group of 
critics claim that people who belong to different heritages are 
basically the same and that they do have similar perceptions of 
products. This means that an international advertising campaign 
with a universal appeal can be definitely effective in any market. 
As a matter of fact, there are some factors which should be taken 
into consideration when deciding the amount of modification and 
the degree of adaptation which are required in order to make 
advertising from one country acceptable in another. These factors 
include variables such as consumerism, experience of personnel, 
availability of media, political nationalism, as well as product 
positioning. Amine & Cavusgil (1983) argue that some certain 
circumstances surrounding the situation should be taken into 
account if one wants to judge the transferability of advertising 
across countries. The factors which should be taken into 
consideration when dealing with the transferability of advertising, 
in the words of Amine & Cavusgil, (ibid: 319), 
'I ... relate to: (1) the distinction 
proposal' and 'creative presentation' 
translation skills; (3) cultural specif 
(4) importance of product attributes 
and (5) 'country of origin effects'. " 
between 'buying 
in advertising; (2) 
icity of the product; 
in buying decision; 
The buying proposal has to do with the sales points, or the elements 
of the sellers product; or' service which are judged by him to be the 
most persuasive and outstanding to the potential customer. As a 
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matter of fact, the buying proposal has to do with what one says, or 
the content in other words, in contrast to the forin. of what is said. 
The creative presentation has to do with the way one communicates 
the , buying proposal or the form that the communication takes. It 
seems to be quite evident that the localisation of the creative 
presentation, facilitates, and to a great extent, the communication 
process and increases the chance of advertising campaigns to 
successful. This means that a localised approach to advertising 
seems to be more suitable and efficient means than a standardised 
approach. This specially applies to the case of developing countries 
where significant differences in life-styles, level of wealth, and 
market structure in addition to different aspects of the environment 
are encountered. 
Skill is considered to be an extra factor which influences the 
transferability of advertising. It is with this skill that the translation 
is done. It is obvious that many advertising agencies focus on and 
strongly recommend the idiomatic language to achieve of good 
results. Two things seem to determine advertising effectiveness, 
namely the knowledge of the local environment and the willingness 
to address consumers, linguistically as well as symbolically, on 
their own terms. 
It has been argued that in cases where the product, is culturally 
specific to a given country, it will be an unsuccessful candidate for 
a standardised advertising campaign. The cultural specificity of a 
given product is determined by consumption patterns and 
psychosocial characteristics in addition to cultural criteria. In the 
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standardisation decision, all the above mentioned factors should be 
seriously considered. 
A given product cannot fulfill universal needs, and customers who 
belong to different cultures see the importance of various product 
attributes in different way. The importance of product attributes in 
the purchase behaviour differs from one country to another. Even in 
cases where the product fills the same basic needs in different 
countries, there are cultural and environmental factors which will 
definitely have their effects on the product attributes that consumers 
ernphasise in its purchase. 
It has been argued in several studies that the effectiveness of 
standardised advertising is, most probably, influenced by attitudes 
by customers in a country-towards foreign products. For example, 
Schleifer and Dunn (Amine & Cavusgil 1983), have found out the 
attitudes of the United States students towards advertised products 
were more positive when the concerned advertisements were 
associated with American people rather than with Egyptians. 
it is the main aim of the following chapter to deal with the case 
where advertisements have to be transferred between two countries 
which belong to completely different cultures, i. e. Britain and the 
Arab world. The translation of such advertisements, as the next 
chapter will prove, causes a lot of problems to the translator who 
has to take into consideration the cultural background, the 
restrictions of tradition, the political background, the religious 
background, etc. before he makes his own decision to fully adopt 
the advertisement or to subject it to the required modifications in 
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the process of translating it. The degree of effectiveness and 
acceptability of the advertisements will be certainly jeoperdised if 
the translator makes the wrong decision. 
Advertising & Sex Appeal 
Before the beginning of the twentieth century, advertisements used 
to be primarily infon-national, appealing to the rational consumer. 
During the twentieth century, advertisements have become more 
and more persuasive, addressed to a consumer who is less-rational 
and more impulse-driven. 
It has been argued that sex appeal was made little or no use of in 
the nineteenth century advertising and that it since the beginning of 
the current century that sex appeal has begun to be used. The 
tendency, as it is claimed, started with an advertisement for 
Woodbury soap which said "The skin you love to touch". But a 
quick look at the nineteenth-century advertising would show that 
these claims are not quite true. Although nineteenth-century 
advertisements did not deal with bathing beauties, yet they made 
use of Greek and Roman naked sculptures or seductively robed 
women. This suggests 
Ithat sexual 
titillation has always been an 
established technique for attracting the attention of an audience 
from the earliest days of advertising. 
A lot of product names reflect daring choices, very often elevating 
attitudes- sexual attitudes in particular- in a manner that seems to 
challenge traditional patriarchal morality as well as the new 
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morality of an anti-patriarchal feminism. In a patriarchal system, 
the 'name "Tramp", for example, is a tenn that'is associated with 
sexist abuse for women who sleep around, and that is why it would 
not be very much welcome by women who accept traditional 
values. On the other hand, the word itself in addition to the attitude 
to women with which it is associated with would be rejected by 
feminists. Nevertheless, the name "tramp" is strongly assumed to be 
appealing to women. 
Sexuality plays a relatively minor role in magazine advertising. Sex 
has not always been the only way to attract the attention and to 
make people buy the advertised product. For example, in every 
period of the current century, apart from the 1920s, advertisements 
which appeared in magazines made more appeals to family values 
such as nurturance, companionship, having a home, etc. than to 
sexual appeals such as erotic relations, personal vanity, sexual 
attractiveness, etc. 
Speech Behaviour 
Advertisers rely to a large extent on knowing how their audiences 
behave in certain manners in accordance with the situational 
context of advertising. This means that before launching their 
advertisements into the market, the advertisers already knew the 
psychological behaviour of their clients and, hence address them in 
a language that influence their social behaviour. 
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Geis (1982) believes that a complete predictive theory of speech 
behaviour could be the ultimate goal of the study of language. 
However, determining the parameters which rule what a language 
user might want to say, how he chooses to say it in a given 
situation, and how a receiver will understand and interpret what is 
being communicated in that situation is an unattainable objective. 
The context in which the language users find themselves and their 
relative social status are the two parameters which rule what a 
language user might say. Geis (ibid: 15) further states that 
There are 4 aspects of the speech context which are 
relevant to an understanding of any particular speech 
behaviour: the physical context, the epistemic context, 
the linguistic context, and the social context. The 
physical context consists of the physical aspects of 
context, including where the conversants are, what is 
present in that context, and what is going on in that 
context. The episternic context consists of background 
knowledge shared by the conversants. The linguistic 
context consists of what has already been said prior to 
any speech behaviour in question. The social context 
consists of the social occasion which brings the 
conversants together. 
Pcrsuasion 
"It can be seen clearly that, in advertising, the 
psychological meýns employed is persuasion. Another 
name for the technique used by the advertisers to sell 
their products and services is manipulalion. " 
(Geis 1982: 20) 
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In both function and form, advertising is considered to -be a genre of 
primarily a persuasive nature. The main goal of commercial 
advertising is to persuade consumers and to make them buy the 
advertised product or make use of the advertised services. However, 
not all advertisements have to sell products or services for the 
simple reason that there are non-product advertisements as well as 
product advertisements. The best examples of the latter are 
advertisements for charities and political parties. 
Advertising pushes the audience into believing in something. It 
makes people believe they are inadequate without using the 
advertised product and that the advertised product will manage their 
inadequacies in a satisfactory manner. Most of the time, advertising 
reminds people of inadequacies they have already felt and might 
push them to try the advertised product that might be of help to 
them, even though they are possibly aware that it will not. 
Society holds advertising responsible both for informing and for 
persuading the members of that society using products, services or 
ideas. The mere appearance of an advertisement full of information 
is persuasive in itself. Advertisements are neither neutral, nor 
objective, nor detached. The information they give to the consumer 
seeks to influence the text receiver in favour of the product or the 
service advertised even if the advertisement itself is not adorned. 
By this suggestion even a railway timetable is designed to 
encourage people to travel bytrain. 
The function of informing and persuading members of society to 
buy a product, use a service or become convinced of certain ideas 
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has social value. It is a justifiable social goal to make consumers 
maximise the degree of their satisfactions. For extending such help, 
advertisers must know exactly the needs and aspirations of the 
addressed consumers and must make sure that the object of their 
informative and persuasive efforts can and does give satisfaction. 
Advertising not only enables the audience to satisfy existing needs 
effectively; but it is also able to create, or even to crystallize new 
needs in the potential consumer. On his part, the potential consumer 
has to wish to acquire additional information about the advertised 
product if the advertisement is to be maximally effective. This 
information can be largely conveyed by language. 
The most persuasive advertisement does include some information 
even if this information is related to the name of the product only. 
In fact, all advertising must be both informative as well as 
persuasive. The purpose of advertising is persuasive and its method 
is informative. The amount of information included in an 
advertisemet depends on the public to which it is addressed and the 
kind of appeal it exploits. 
The effect of advertising is informative if it pushes the audience 
into buying a product or into making use of a service it has not 
known before. This means that the more persuasive the ad the more 
informative it is. The consumer obtains the informat ion through 
his/her experience and trial of the advertised product to which the 
advert introduces him/her. The information is indirect, but it is 
certain because it is based on the trial of the advertised product and 
not on mere description of that product. 
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Advertising plays an important role in forming the values of the 
consumer's culture. More often than not, advertising is an issue for 
debate and exposed to cultural and political criticism. This criticism 
has to do with the idea that advertising often deceives or misleads 
people in order to persuade them, by a variety of emotional means, 
to buy the advertised product which they might not choose to do on 
their own. 
Most advertising language comes under what is known as 'loaded 
language'. The main aim of this kind of language is to influence the 
text receiver, to appeal to his attention, to change his will, and 
opinions as well as attitudes. In the process of persuading the 
audience to buy the advertised product, the advertiser depends on 
all tools available to him be they related to language or to 
paralanguage; e. g. arrangement of words, colours, pictures, 
arresting headlines, combination of vocabulary, intonation, 
structural organisation, exaggeration, clich6s, etc. One of his main 
goals is to make his advertisement both aesthetically appealing and 
psychologically efficacious. 
In order to achieve the goal of persuading consumers, the advertiser 
does his best to make the text receiver remember the name of the 
product or service. fie might also invite the text receiver to have a 
positive feeling about the advertised product through opting for an 
advertisement that has great dramatic force or humourdus effect on 
the audience. 
Persuasion in advertising does not always have to be done through a 
linguistic appeal to logic but can often be done through appeals to 
224 
psychological universals such as greed, envy or fear. The advert 
receiver might not be directly aware of the pressures to which the 
advertiser subjects him. 
Sometimes advertisers try to persuade the text receiver through the 
arousal of feelings and emotions which would involve the use of 
argument as well as repetition. These means argument and 
repetition, together with associated stylistic patterns such. as 
rhythmic structures, and careful lexical choices and connotations, 
help in establishing a powerful emotional interaction 
! 
between the 
persuader, i. e. the advertiser, and the persuaded, i. e. the audience. 
O'Donnell and Todd (1980) argue that 'many aspects of language 
can and do contribute to the emotive power of advertising language 
such as the choice and the order of words, the syntactic 
affangement, the frequent appeals to authority, etc. Although The 
British Code of Advertising Practice demands that all 
advertisements should be legal, honest, clean, and truthful, there is 
no board or committee which is able fully to control the persuasive 
powers of advertising. It is a form of persuasion by which all 
people are meant to be affected and its full impact is to be 
understood in terms of linguistic as well as psychological effects. 
I 
Geis (1982) concentrates on the extremely important role of 
language in the process of commercial persuasion. He claims that it 
is the primary vehicle for conveying the message to the text 
receiver. It is one of the most essential tools used by advertisers in 
order to get the attention of the text receiver. It is through language 
0 
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that text receiver starts to yield to the message conveyed by the 
advertiser. 
The Persuader as Humourist 
Humour in advertising specialises a form of communication so that 
it merits a heading of its own. There are major points which needto 
be born in mind. On the one hand, senses of humour vary 
enormously, so that what is extremely funny to one person might be 
boring and useless to another. As a result of this variation, it is 
difficult to hit upon any 'story', 'situation', 'drawing', or 'pun' which 
everyone will think is funny and those who do not find it amusing 
are likely to regard it as boring, unimportant and futile. On the 
other hand, the advantage of humour in advertising is that it adds 
entertainment, thereby making the sales message acceptable to 
larger audiences. 
Humour is known to be a defuser of tension. By being humourous, 
the advertiser starts to persuade very intelligently and still appears 
to be taking a detached stance. In humour, there is an understanding 
between the 'beguiler', i. e. the advertiser, and the 'beguiled', i. e. the 
audience. This understanding has to do with the fact that the, 
advertiser is conveying a message with a humourous spirit in order 
to convince the audience to buy the advertised product, to make use 
of the advertised service or to adopt the advertised ideas. The 
audience on his part is often aware of the fact that a game is being 
played on him in order to persuade him. This humourous stance on 
the part of the advertiser could involve the breaching of Gricean 
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maxims which will be discussed in detail later on in the current 
chapter. 
The humourous stance of the advertiser appears very clearly in the 
following advertisement which will be subjected to a detailed 
analysis in the next chapter: 
(A photo of Lady Thatcher speaking) 
Oveltine? 
No thanks, it sounds too much like Mr. Heseltine. 
I'll have a tea instead, it's great value here. 
(A photo of John Major speaking) 
I suppose that's why they call ber"Mrs. T" 
In order to convince the potential consumer to buy tea from his 
cafeteria, the advertiser is being very humourous through making 
use of very well known political figures (Lady Thatcher, Mr. Major 
and Mr. Heseltine) and their political clashes. This example will be 
discussed fully in the next chapter. 
Audience 
I 
The good writer normally writes with the audience in his mind. He 
writes to a particula r group of people. The translator should be 
aware of this matter of audience, i. e. for whom the original text was 
written. He must also think about for whom his translation is done. 
Thus both the TL and the SL audiences will come into play when 
the translator is working on the translation. In other words, in his 
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analysis of the SL the translator will consider the original audience 
of the text, in translating into the TL lie will be considering the 
audience of the TL. 
The SL will differ from the TL in the communication of situations. 
The translator must be aware of such differences and'he also must 
do his best to compensate for them in order to get the original 
message communicated in its new context. 
One of the most important differences lies in the general 
information that is known to the text producer as well as to the 
audience. The author has got his store of knowledge which consists 
of what he has learrit and experienced. He writes from this store of 
knowledge. When the text producer writes he think about the 
audience he is writing for. This process of thinking makes him fill 
in the details of which he knows that his audience is unaware and 
leave implicit what he thinks that his audience is aware of 
Since the TL and the SL audiences do not share the same 
knowledge background the translator will feel that it is sometimes 
necessqry to make explicit some information that has been left 
implicit by the SL producer because he knows that it is known by 
his audience. While do, ing this he must pay special attention not to 
change the intent of the SL producer. The addition of numerous 
material will give the TL receivers the impression that something is 
of great importance which is in fact quite incidental in theSLT. 
If the SL and the TL audiences share almost the same educational 
level then there will likely be little problem. However, some 
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adjustments will be needed in translation if the SL and the TL 
audiences do not share the same educational level. If the translator 
would like both the highly educated and the newly literate people to 
read his translation then the best solution would be to write the 
translation in a sort of a common language that overlaps both types 
of readers and be accepted by both ofthem. 
Paralanguage in Advertising 
"The function of paralanguage is more to express 
attitudes and emotions, to regulate and establish social 
relations, to mediate between words and a particular 
situation. Paralanguage is also ... concerned with facilitating the process of communication... " 
Cook (1992: 71) 
Paralanguage is much more used in speech than it is in language. 
Paralanguage factors carry meaning which could reinforce or 
contradict the linguistic meaning of the signs with which they 
occur. In face-to-face communication, the speaker is able to convey 
important meanings through the use of eye contact, gestures, voice 
quality, pitch, volume, body movement, clothes, touch, body 
position, physical proximity, laughter, etc. This does not mean that 
paralanguage does not exist in writing, however. In writing, 
everything is considered to be important: the paper, its smell (if it is 
perfumed), its being handwritten or typed, etc. 
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The same paralinguistic action could have completely different 
meanings in different cultures. A certain kind of touch, eye contact, 
laughter or voice volume, etc. might be meaningless in one culture, 
quite positive in another, or quite negative and offensive in a third 
I 
culture. Such cultural differences cause considerable problems for 
advertisers organising international campaigns, who should be able 
to realise, that what really needs to be translated is more than the 
actual words of the advertisement. 
The importance of the paralinguistic actions is most evident in the 
case of advertising. Advertising, like many other kinds of discourse, 
conveys a heavy proportion of its meaning through the use of 
paralinguistic. Cook (1992) argues that any analysis of advertising 
will be doomed to fail if it takes linguistic features into 
consideration and ignores paralanguage. Cook (1992: 89) argues 
that: 
"There is likely to be far more agreement about the more 
permanent characteristics of the speaker conveyed by 
the voice. These include age, class, sex, and individual 
identity, all of which are carefully selected in ads, and 
are strong clues to the ideology which advertisers 
attribute to their target audiences. " 
Music & Connotation in Advertising 
Cook (1992) argues that an advetisement could be interpreted in a 
different way by different speakers of English. This depends to a 
great extent on whether the language user is a child or an adult, a 
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woman or a man, a rich or a poor person, etc. A combination of a 
linguistic decoding in, addition to the non-linguistic knowledge the 
text receiver brings to the advertisement creates an interpretation, 
which could be very much similar to the intention of the sender, but 
never identical. 
It has been argued that music has powerful and might be even a 
stronger influence of language itself. Cook (ibid: 44) maintains that 
"Music has been described as 'syntax without 
semantics'. Like language, it has a formal structure, but 
unlike language this structure cannot be related with any 
degree of consensus either to the world or to any 
conceptual representations of it. Arguably, music is also 
greater -in its combinatory power than a language". 
Cook (ibid) further argues that 
11 ... although music may have no semantics, in the sense 
of making 
, reference 
to the world in a way which will be 
understood in a similar way by all members of a 
community, it does have, as language also has, 
connotations". 
For a certain individual, or even for a group, a particular piece of 
music could evoke a specific mood, or might be associated with 
quite specific places, events and images. Such connotations are 
vague as well as variable. More specific reactions will vary not 
only between social groups, but also between individuals. 
Advertisers seem to exploit the group-specific connotation. A good 
example would be the contemporary Western society where 
indulgent nostalgia could be induced by playing for middle-aged 
people the pop music which was popular in theiryouth. 
231 
As is the case in language, connotations in music are quite 
indeterminate even to a specific individual in a specific situation. 
Connotations in music cannot be paraphrased into language with 
any precision. 
Cook (1992) argues that in the world of advertising,: any mode of 
communication which is powerful but indeterminate in this way is 
very much favoured. This also applies to its use of language. In 
other words, although, in language, there are semantic meanings on 
which a kind agreement can be reached, yet any discourse also has 
connotations which are as elusive and personal as those of music, 
and it is on the manipulation of such things that advertising 
concentrates. 
Language of Advertising 
According to Leech (1966), most language used in advertising 
comes under the beading of "loaded language". By loaded language 
Leech means language which aims to change the will, opinions or 
attitudes of its receiver. This change might or might not be in the 
interests of the audiepce. Having a very precise material goal, 
advertising differs from other kinds of loaded language such as 
political journalism and religious oratory. 
Advertisers are accused by some critics of degrading the English 
language through resorting to some means which do not really 
conform to the conventions of standard English. Such means 
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include deliberate misspelling, the adoption of eccentric style, the 
use of slang language, the flouting of punctuation rules, the creation 
of new words and expressions which do not exist in standard 
English, deliberate grammatical errors, etc. Advertisers resort to 
such violation of language in order to attract attention, to be unique 
and memorable. In fact, the linguistic non-conformity appears in 
any way that is likely to stimulate curiosity and interest on the part 
of the text receiver. 
Wyckham (1984) believes that it is wrong to see the language of 
advertising only from the point of view of the conventions of 
standard English. Clarity of communication with the text receiver 
as well as the creativity of language usage should be taken into 
consideration and used to measure' the quality of language in 
advertising. Thus, the language of advertising must be considered 
from the point of view of clarity and precision of communication. 
In the following, I offer a quick survey on the language of 
advertising, what advertisers use, what they are reluctant to use and 
how they deviate from the nonns of the English language. 
Slang in Advertisiýg 
The American Heritage Dictionary (De Klerk 1992: 278) defines 
slang as a 
"style of language rather than a level of formality .... the distinguishing feature ... 
is the intention- however often 
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unsuccessful-to produce rhetorical effect, such as 
incongruity, irreverence or exaggeration. " 
In the language of advertising, the distinctions between speech and 
writing are bluffed. This blurring is caused by the fact that the 
language used in advertising seems to be simple, and more often 
than not based on colloquial speech such as the case in the advert 
"My goodness! My Guinness". 
Heininger (Wyckharn 1984) maintains that the use of slang and new 
idioms evokes two completely different reactions. On the one hand, 
the language puritans who are keen on keeping language pure react 
very negatively and feel offended by such a use of language. Their 
main argument is that slang, jargon and obscure language used in 
advertising result in a decline in the quality of spoken as well as 
written language since advertisements contains many serious 
irregularities, especially grammatical errors such as "Goes down 
good" (an advertisement for Pib soft drink), and "Bread wi' nowt 
taken out" (an advertisement for Allusion Bread). 
On the other hand, the use of slang is very much appreciated by 
those critics who consider the English language as an evolving 
multifaceted communication instrument. Such critics support 
creating new words, using slang and unusual expressions and say 
that this is a successful method of attracting the attention of the 
text receiver. According to Dumas and Lighter (De Klerk 
1992: 279) 
"slang markedly lowers the dignity of formal or serious 
speech or writing, its use implies the user's special 
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familiarity with either the referent or the usual users of 
the term, and it is normally tabooed by those with higher 
status or responsibility". 
Rank (Wyckharn 1984: 303) believes that by the use of the language 
of the streets, advertiser achieve the best smooth persuasion which 
can even go unnoticed. Advertisers use the language with which 
most people feel comfortable for the simple reason that they have to 
communicate with a broad range of society. 
Crystal (De Klerk 1992) maintains that use of slang serves many 
different functions which are often determined by the context itself. 
Such functions could be to show disrespect for authority, to be 
witty or humourous, to show a sort of solidari ty through the use of 
a shared code, or to exclude others who do not use the same code. 
In other words, the main use of slang is to show that the text 
receiver is a member of thegang. 
The use of the taboo terms is becoming more frequent in Britain. It 
is obvious that adolescents' perceptions of such words is different 
from those of many adults. As a matter of fact, adolescents seem to 
be less inhibited in their use of swearwords, not even considering 
them as taboo. 
Harris (De Klerk 1992) predicted a kind of gradual breakdown of 
the distinction between private English, i. e. taboo, and public 
English. This breakdown results in a lack of means of linguistic 
identification of class, level of education as well as age. 
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Vocabularies in Advertising 
Adverts tend to make more use of some vocabularies than otbers. 
Words such as "new", "good", "better", "best", "free", "fresh", 
"delicious", "full", "sure", "clear", "wonderful", "beautiful", 
flextra", "great" and "special" are among the words which are very 
frequently used in British advertising. O'Donnell & Todd (1980) 
concentrate on how few verbs are over-used in the language of 
advertising such as "be", "make", "get", "take", "try", "come", "go", 
"have", "need", 'Isee", "use", "buy", etc. 
Grammar in Advertising 
Advertisers show a tendency to over-use some aspects of English 
grammar and to strongly avoid other aspects. Imperative clauses are 
abundantly used in advertising in an attempt to make suggestions to 
the consumer. They are associated with items which have to do 
with the acquisition of the product (e. g. get, buy, choose, etc. ). 
They are also associated with items which have to do with the 
consumption of the advertised product (e. g. try, enjoy, etc. ). They 
are also associated with items which have to do with appealing for 
attention (e. g. watch, , look, etc. ). In addition to the simple 
imperative tense, advertisements show an over-use of the simple 
present tense. Auxiliary verbs are not very frequently used with the 
exception of "will" and "can". 
Interrogative clauses are also common in advertising. Their main 
function is to get the text receiver from the state of being a mere 
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passive recipient. The yes/no interrogative (e. g. isn't that 
marvellous? ) and the who-questions (e. g. what's so special 
about ... ?) are very commonly used in adverts. Questions 
in general 
try to make the consumer very eager to know the answer. 
The repetition of the same adjective is frequently opted for by 
advertisers in order to achieve emphatic emotive effects. Two kinds 
of adjective clusters are used. The first kind is formed by the 
repetition of the same adjective (wonderful, wonderful roses) and 
the second is formed by having an approbatory adjective that is 
followed by one or more concrete meanings (lovely rich fruit cake). 
The language of advertising is well known by the richness of 
adjective vocabularies. 
Comparatives are very commonly used in advertising in order to 
assure the consumer that the advertised product is better than other 
products, or that he will be better using that product, or even that 
the advertised product is better than it used to be. Advertisers make 
use of elliptical comparatives where the object (our prices are 
lower) or the object (20% less tar) aremissing. 
Repetition, where the same thing is repeated using different words, 
is very common 4 advertising. Advertisers desire that the text 
receiver audience should remember at least the name of the 
advertised product in addition to some catch-phrase that goes with 
it. This is a reason behind the over-use of the exact verbal 
repetitions in the language of advertising. 
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When advertising their products and services, companies want to 
remind people of these products and to make them react as 
positively as possible to their advertisement and that is why 
negatives tend to be used very infrequently. In the rare cases where 
negatives are used, they usually occur in a stressed position to 
emphasise the special advantages of the advertised product (e. g. 
Nothing acts faster than Anadin'). Passives are also avoided in the 
language of advertising. The past time is also avoided and if it 
occurs it is only for the sake of emphasising the long traditions and 
the reliability which are associated with the product under question 
(e. g. an advertisement for Dunlop tyres: "We've lapped the world 
with tread to spare"). 
The Borrowing of Commissioned Poems and Songs in 
Advertising 
It is very common in the field of advertising that the advertiser 
choose another discourse for their advertisement and make use of it. 
Cook (1992) discusses bow the advertiser takes others' poems and 
use them in his advertisement. He (ibid: 124) illustrates how an 
interesting relationship exists between advertisements and poetry by 
giving the example of 'The Night Mail', a poem commissioned 
from W. H. Auden for an ad for the Royal Mail. In the version of 
the advertisement, the poem, obviously not all by Auden, goes in 
the following way: 
This is the night mail crossing the border, 
Bringing the cheque and the postal order, 
Letters for the rich, letters for the poor, 
The shop at the comer, the girl nextdoor. 
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Pulling up Beattock a steady climb, 
The gradient's against her, but she is on time. 
Passing the shunter intent on its toil, 
Moving the coke, and the coal and the oil, 
Girders for bridges, plastic for fridges, 
Bricks for the site, are required for tonight. 
Grimy and grey is the engine's reflection, 
Down to the docks for the metal collection. 
The passenger train is full of commuters, 
Bound for the office to work in computers: 
The teacher, the doctor, the actor in farce, 
The typist, the banker, the judge in first class, 
Reading The Times with a crossword to do 
Returning at night on the 6.42. 
The borrowing of songs is far more common than the borrowing of 
poems in the field of advertising. From 1985 onwards, there has 
been a tendency to use pop songs of earlier decades in 
advertisements. This tendency often helped in re-releasing the old 
songs and in selling them successfully once again. 
It is evident that advertising tastes and techniques do not stay stable 
but rather change with the passing of time. Rhyming jingles, for 
example, are much less popular nowadays than they used to be in 
the 1960s. 
In the Arab world, advertisers depend to a large extent in their 
advertisements on music. This is to say that they borrow the music 
of other well known 'songs in order to achieve their aim which is to 
remind the audience of something they are familiar with. In so 
doing, they guarantee that consumers will interact with the song and 
the name of the product will successfully be remembered as a part 
of the song which flows very smoothly with the rest of the song. 
This intertextual operation in the Arabic advertisements seems to be 
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more successful than the writt&n advertisements. First, the audience 
is much larger than that for instance which reads newspapers and 
leaflets. Second, song advertisements are more easy to listen to and 
remember. Third, beside the song the audience can see the product 
which is accompanied by many other paralinguistic signs which 
reinforce the advertised product and its name. More significant, the 
concept of advertisements in the Arab world still has not gained the 
trust and challenges which have been established for a long time in 
the Western countries general consumers mind. This to say that 
Arab advertisers, more often than not, do not rely on 'the audiences 
intelligence- they would rather resort to straightforward 
advertisements with no puzzles to solve. 
Parallelism and Sound Patterning in Advertising 
Cook (1992: 134) maintains that "Parallelism may not only be 
graphological, phonological (i. e. prosodic) and grammatical, but 
also semantic and discoursal". All these different levels of 
parallelism could occur in one and the same text. In "I found a way 
to be a good mother and still be a great mom", which is an opening 
line in an advertisement for Sunny Delight orange juice, we can see 
a graphological parýllelism occurring between the two phrases 
"Good Mother" and "Great Mom" as far as the use of the same 
word-initial capitals is concerned. Another kind of parallelism is 
the phonological one where, when spoken, both phrases repeat 
sounds in the same sequence \g\\xn\\g\\m\. A third kind would be 
lexical parallelism where the adjective "great" is a synonym of 
if good" and the noun "mother" is a synonym of "mom". According 
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to Leech (1966), parallelism strengthen the emotional tone of the 
message put some points of strategic importance under emphasis. 
In order to create and strengthen meaning, both spoken and written 
language make use of sound patterning. This specifically applies to 
the case of persuasive language. This could be done through the 
usage of some certain syntactic structures, intonation patterns, 
alliteration (use of the same consonant or vowel at the beginning of 
each two or more words, e. g. around the rock the rascal ran) , 
assonance, rhyme, half-rhyme, internal rhyme (the exact or partial 
repetition of sound, usually occurs in a final position and takes 
place within the same line), meter, etc. 
Puns in Advertising 
Punning is to play on words or phrases in a given language in order 
to exploit ambiguities or innuendoes in their meaning for the 
achievement of various different purposes. The most common form 
of punning is perhaps the one that involves a sort of alteration in a 
very common phrase. 
Punning is very muýh depended on by advertisers because of its 
being economical. This view is argued by Reffern (Tanaka 
1992: 92) who maintains that 
"Advertising space is costly. Economy is essential, and 
puns are highly economical (two meanings for the price 
of one word or phrase), and are in fact much more of a 
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labour-saving device than many of the prod4cts they 
seek to promote. " 
According to Cockroft, R. & Cockroft, M. (1992), the function of 
such a device could be the achievement of serious ends as well as 
comic and trivial purposes. The use of puns can be a very effective 
way for conveying negative attitudes which range from 
bewilderment to irony, mockery or contempt. Tanka (1992) 
believes that the main function of the pun is to grasp the attention 
of the advertisement receiver and create a puzzle which he would 
feel intellectually satisfied if he was able to solveit. 
O'Donnell and Todd (1980) believe that one of the most important 
functions of puns is to grasp the attention of the text receiver andto 
make their slogans memorable. Such a technique is specially used 
by cigarette advertisers, but punning is prevalent in all kinds of 
advertising. A suitable example of puns would be "Lose ounces 
Save pounds" which has been used in the Goldenlay Eggs 
campaign. In this example, the pun on the word "pounds" is made 
clear in the rest of the advertisement which promises the follows: 
"You save money and stay healthy when you slim with the help of 
Goldenlay, natural, fresh eggs", Puns are also commonly used in 
the in road campaigns such as: "Better late than the late" where "the 
late" means tile deceased. Puns have also been recently used to 
encourage young people to think of nursing as a career such as: "If 
you have the talent, we have thetheater". 
Sperber and Wilson (Tanka 1992) discuss what is called the optimal 
relevance. They argue that a statement, on a given interpretaion, is 
optimally relevant if it achieves enough contextual effects which is 
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worth the attention of the receiver and if it puts the receiver to no 
unjustifiable effort in the achievement of those effects. 
Tanka (1992) argues that when the text producer ostensively 
attracts the attention of the receiver, he makes a presumption that 
the ostensive stimulus is optimally relevant. In order to be optimally 
relevant, an utterance, on a given interpretation, has to achieve 
appropriate effects, and also has to put the receiver to no 
unjustifiable effort in the process of achieving the intended effects. 
If the receiver is not able to see how what is being communicated 
by the text producer might rationally have been intended to achieve 
some appropriate contextual effects, the utterance will be neither 
interpretable nor consistent with the principle of relevance. If the 
receiver has doubts that the text producer has on purpose chosen a 
vague or over-elaborate stimulus and caused him, i. e. the receiver, 
some unnecessary and unjustified efforts, he might suspect the text 
producer's genuine intention to communicate and conseq . uently 
might not make the expected effort to process the stimulus 
produced. 
Tanka (ibid) believes that the person who is conveying the message 
and the person to whom the message is being conveyed should have 
a shared interest. It is, in the interest of the person who is conveying 
the message to be well understood and therefore to make his 
message as easy as be can so that the receiver would be able to 
understand him. The stimulus be produces should be extremely 
economical. 
Tanka (lbid: 93) argues that 
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"Thus, any deliberate increase in the effort required to 
process the information must be balanced by extra 
contextual effects if the resulting interpretation is to be 
consistent with the principle of relevance. " 
In order to prove the function of the optimal relevance in relation to 
the producer and the receiver's interpretation, Tanka gives the 
following example "less bread. No jam". He explains how the 
criterion of consistency with the principle of relevance gives the 
audience help in the process of interpreting the information in the 
way intended. The majority of receivers, for the first interpretation, 
would assume the words "bread" and "jam" to mean the two kinds 
of food. However, such an interpretation must be refused for the 
simple reason that it is out of step with the criterion of consistency 
and the principle of relevance, and especially for the fact that it is 
an advertisement for London Transport, and that it is encountered 
in an underground station or train station. Rejecting the first 
interpretation which comes to the mind of the advertisement 
receiver, the advertisement receiver is expected to remember that 
the word "bread" could mean "money" and that the word "jam" 
could mean "traffic jam". Having reached these interpretations, the 
advertisement receiver still has some sort of uncertainty concerning 
what it is that costs less money, who is paying less money, what 
costs less money than what, etc. Using the criterion of consistency 
as well as the principle of relevance and taking into consideration 
that it is an advertisement for London Transport, and that it is 
obviously designed to encourage people to use London Transport, 
the receiver should be able to interpret the advertisement as " If you 
travel by London Transport you will be paying less money than in 
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the case of travelling by car, and you will not be exposed to the 
torture of the traffic jams, unlike when you travel by car". 
In the light of the above discussed example, Tanka (ibid), and 
contrary to Refern, doubts whether resorting to the use of puns is 
really economical. He argues that if we take into consideration the 
processing effort it costs the advertisement receiver, to reach the 
above mentioned conclusion, it seems to be quite unreasonable to 
assume that the puns there are expressed in an economical manner. 
Had he wanted to be economical, the advertisement producer could 
have very easily used the words "money" and "traffic jam". As a 
matter of fact, he, on purpose, is causing the advertisement receiver 
an extra processing effort. The main aim of the 'advertiser is to 
attract the attention of the advertisement receiver, to make him 
think about what is being communicated, to react, to arrive at a 
certain interpretation and to feel intellectually satisfied having done 
so. In this case the advertisement will be more memorable, and this 
is the reason behind the use of the punning inadvertising. 
Deviation in Advertising 
Deviation in advertising has always been an issue for debate. As 
mentioned earlier in the current chapter, some critics are in favour 
of the deviations that the language of advertising shows, be they on 
the level of grammar, vocabulary, context, etc., while other critics 
are against such kinds of deviation claiming that they degrade the 
English language. 
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Cook (1992: 139) argues that 
"... despite the absence of any rigorous definition of 
norm and deviation, or any indisputable method for 
identifying instances of them, it remains true that there 
is substantial agreement among speakers of a language 
about instances of both. If there were not, 
communication would not take place". 
He (ibid) differentiates between what he calls internal deviation and 
external deviation in advertising. In an advertisement where every 
sentence is verbless, the occurrence of a sentence with a verb would 
sound odd while there is nothing strange about one misspelt word 
occurring in a text where many misspelt words take place. 
Advertising is a genre which is very well known by external 
deviations such as graphological innovation, misspelled words, 
puns, ungrammaticality, sustained ambiguity, etc. Such deviations 
have become expected, to the degree that a deviant advertisement 
is the one which does not have any kind of external deviation atall. 
External deviation occurs at every linguistic level. New words or 
phrases are formed by compounding (e. g. oatgoodness, etc. ), 
affixation (e. g. provodkative, cookability, etc. ), clipping and 
blending (e. g. liquidarnosc, telecom, etc. ). As far as the 
grammatical level is concerned, we can encounter functional 
conversion where words of one class are used as if they belonged to 
another class (e. g. B&Q it). On the syntactic level, there occur 
many syntactic constructions which cannot be generated by the 
grammar of the English language, however, they are interpretable. 
Another kind of deviation has to do with those deviations which 
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take place at the level of the conventions of a given discourse type. 
It is here that language is used in the inappropriate situation. 
Neologism (the invention of new lexical items) is one of the most 
important violations which occur i n the language of advertising. 
The nonce formation is one kind of neologism (the use of "peel 
ability" associated with orange). Another kind is called the 
collocation such as it is the case in "eat hard" where the word hard 
is normally associated with "work hard" but never with eating. 
Wyckham (1984) argues that the existence of some words which 
are created by invention or missp elling and the development of 
catchy combinations of words are very common in the field of 
advertising. Playing with words very frequently used in British 
advertising. A good example of the recent adverts would be "Drinka 
Pinta milka day". 
Some misspellings are the result of the need to register a word or 
phrase legally so that it would be protected from competitors. 
Orthographic rules can be violated in order to give the advertised 
product a certain written symbolism and an orthographic image that 
is unique. It is thought that the misspelling of 'Millennium by 
Elizabeth Arden' (Millenium) was done for the sake of copy writing 
the brand name. Misspelling is also done in order to attract the 
attention of the text receiver. In some other cases, attempts to be 
unique and memorable are the reason why advertisers create new 
words. Another kind of violation would be the use of a capital letter 
in the middle of a given word or the use of a small letter where a 
capital letter is expected. 
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Wyckham (1984) argues that advertisers have tendency to 
frequently break the rules of punctuation. The reason behind the 
overlooking of these rules is to make their advertisement more 
accessible to the people. In order to create some particular 
impressions, advertisers resort to using their own punctuation 
conventions. The one-word sentence is one of the hottest items used 
in advertising. 
Intra and intertextuality in advertising 
"Most discourses contain the voices of other examples 
of the same type, or of other discourse types. The 
meanings deriving from these echoes are usually 
described as intertextual... Yet, though such voices are 
usually attributed to the text, they rely very much on the 
receiver' *s 
knowledge, and are part of the interaction of 
sender and receiver through text... " 
Cook (1992: 190) 
Cook differentiates between what he calls intra-discoursal and 
inter-discoursal intertextuality. In the case of the intra-discoursal 
intertexttiality, we have voices coming from another example of the 
same discourse type' such as in the case where the advertiser takes 
some elements from another advertisement and assumes the text 
receiver's knowledge of that advertisement. 
In the case of inter-discoursal intertextuality we have voices 
coming from a different discourse type such as when an advertiser 
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evokes in the text receiver's mind a film, a story, etc. Also this kind 
of intertextuality absolutely depends on the text receiver's 
knowledge of the discourse from which the intruding voices come. 
Advertisers sometimes exploit the knowledge of another product 
and the advertisement associated with it in order to attack a 
competitor. The slogan associated with the advertisement for 
Peugeot 405 'Takes Your Breath Away' has been parodied in 1991 
without direct reference in an advertisement for the VW Polo 
whose copy reads as follows: "It doesn't take your breath away". 
Through this device the advertiser not only attracts the attention to 
the advertisement but also claims that the Polo's catalytic converter 
reduces air pollution. 
Such devices reflect serious competition between manufacturers of 
products which are similar. In this case the main concern of the 
advertiser not to make the text receiver compare between the two 
advertisements but to make him compare between the two 
advertised products. At some other times, however, one 
advertisement could exploit another very well-known and 
successful ad not for the sake of competing the advertised product 
but rather for the sake of attracting the attention of the 
advertisement receiver, 
Leech (1966) calls the intertextual discoursal operation 'role 
borrowing'. By role borrowing he means the use of one role of 
linguistic features appropriate to another. The language user 
sometimes resorts to role borrowing in an attempt to be comic or 
sarcastic such as in the case where a child addresses another child 
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in the classroom manner of a schoolteacher. In literature, role 
borrowing could serve different artistic purposes. In humourous 
writing or comedy entertainment, it serves as a form of parody. In 
the world of advertising, role borrowing is just one aspect of the 
versatility of linguistic perfon-nance which is allowed within the 
situation. It is often a form of disguise, or at least a means of 
attracting the public's attention to the sales message. As example of 
role borrowing in advertising, Leech (1966: 106) gives the 
following advertisement which, in its grammatical structure, copies 
the format of an official fon-n or recordcard: 
"Her name: Elizabeth Eldon. 
Symptoms: Constant tiredness. 
Cause: Night Starvation. 
Recommendation: Horlicks. 
Horlicks guards against Night Starvation" 
With this role borrowing, the advertisement seems to be extremely 
objective. It is very much different from other commercial 
advertisement which are highly emotive. 
Taboos in Advertising 
Taboos exist in most cultures. Tabooed words, topics, etc. are 
t 
culture-specific and are normally related to aspects of a given 
culture that are sacred. As a result, what is considered to be taboo 
in one culture is not necessarily so in another. In English 
advertising, or perhaps European advertising in general, sex topics, 
words related to sex, religious topics, political topics and figures, 
etc. are not considered to be taboos at all. The advertiser could even 
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make fun of religious symbols, politicians, etc. without even being 
frowned at by the British audience. 
The differences in the way a society looks at taboos becomes 
evident when two completely different cultures are involved such as 
the case of the Arabic and the British cultures. In fact, while the 
British audience tolerates all the above mentioned taboos id the 
British advertisements, the Arab would never tolerate them. In an 
advertisement for the national lottery in Britain, a finger comes 
down from the sky and points to a particular person and a voice 
says "it's you". As it is clear from the advertisement, both the voice 
and the finger are God's promising somebody of winning the 
national lottery. Such an advertisement would never be accepted in 
an Arabic society. Another example, analysed in detail in the 
coming chapter, would be the following advert of Im Bru "Im Bru 
Can't make you pregnant but it can make you a bit frisky". The 
British audience would see the advertisement as absolutely normal 
and may be funny while the Arab audience would see it as being 
impudent, offensive, and definitely not funny because of its sexual 
connotations. In the coming chapter, the taboo question will be 
dealt with dealt with in detail in both English and Arabic 
advertisements. The problems which taboos cause in the field of 
translation betwcen such distant cultures will be tackled and some 
solutions will be offered. 
Grice and the Co-operative Principle 
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Grice (Hatim & Mason 1990) speaks of maxims to which 
participants should adhere to in communication. These maxims are 
as follows: 
" 1. Cooperation: make your conversational contribution 
such as is required by the accepted purpose or direction 
of the talk exchange in which you are engaged. 
2. Quantity: make your contribution as informative as 
(but not more informative than) is required. 
3. Quality: do not say what you believe to be false, or 
that for which you lack adequate evidence. 
4. Relation: be relevant. 
5. Manner: be perspicuous, avoid obscurity of 
expression, avoid ambiguity, be brief, be orderly. " 
(Hatim&Mason 1990: 62) 
This theory suggests that participants in communication have to be 
clear, honest, specific, and informative when giving information. 
These maxims could be violated in order to produce a certain effect 
such as in the case of irony where the maxim of quality is violated. 
The violation of any of these maxims would make the other 
participant make the assumption that there is implicature to be 
inferred. Implicature ' is defined by Baker (1992: 223) as "... the 
question of how it is that we come to understand more than is 
actually said. " In other words, the other participant attaches another 
reading to the text he is dealing with besides that which is said so 
inferring the purpose behind it. The hurnourous effect that is made 
by advertising through the language element is, most of the time, 
caused by the violation of these maxims. 
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However, the violation of Gricean maxims does not always involve 
the emergence of implicature when it comes to absolutely different 
cultures as it is the case of the British and the Arabic cultures. In 
other words, the kind of the maxims violation which seems to be 
normal as well as meaningful in one culture seems to be quite 
awkward and completely meaningless in another. To illustrate this 
idea I give the following advertisement (see appendix 2.14) for 
stores for sale. 
______ 4_. j.. th 
The advertisement begins by "In the name of God". The advertiser 
is here violating both maxims of relevance and quantity in order to 
make the audience infer the implicature that be is a religious, honest 
man who is never expected to cheat and that is why people should 
trust him and buy the stores from him. Such an implicature would 
definitely not be inferred by a British audience coming across an 
advertisement which begins by "in the name of, God ....... The 
existence of such a sentence at the beginning of an advertisement 
would sound to him awkward, meaningless and rather funny and its 
standardise would not be successful. More of these problematic 
advertisements which contain taboos language and concepts, 
humourous and inteqextual signs will be dealt with in the next 
chapter. 
By now one must have realized that I have dealt in this chapter with 
the various notions of advertising including its means and methods 
as well as language as far as British advertising is concerned. In the 
next chapter as I have mentioned earlier, I will concentrate on data 
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analysis and the possibility of transferring advertisements from one 
language into another i. e. from English into Arabic and vice versa. 
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CHAPTER FIVE 
DATA. ANALYSIS 
Introduction 
As I have dealt in the last chapter with advertising, its meaning, its 
language and paralanguage, the role it plays in society, its types, 
etc., I will focus in the current chapter on analysing some English 
and Arabic advertisements in an attempt to illustrate the huge 
difficulties a translator would encounter in translating 
advertisements from one language into another, especially when 
the two languages belong to completely different cultures and 
socio-economic orientations such as is the case in the English and 
the Arabic languages. The analysis will cover difficulties caused by 
issues related to irony, bumour, informativity, intertextuality, pun, 
references to sex, references to political figures, references to 
concepts accepted in one culture and rejected in another, etc. It will 
be argued in this chapter that the translation of advertisements is 
much more difficult than the translation of any other text-type since 
advertisements are controlled by elements which are not present in 
any other text-type, namely the element of immediate response and 
tile elements of space and time. It will also be argued that 
localising soft-sell advertisements across cultures is the' only 
solution to get out of the dilemma and to have a successful 
advertisement. 
Data analysis will be carried out at two levels. Firstly, I will give an 
overall analysis for each advertisement separately. Secondly, a 
more detailed analysis of the advertisements will be illustrated. The 
analysis will be based on various linguistic techniques as well as 
the discussion of the translation difficulties they present. 
Advertisements with Reference to Taboos 
The notion of taboos in this context relates to any' advertisement 
which contains sexual references, references to political figures, 
swear words, bad language, etc. in order to attract the attention of 
the text receiver. Most of these elements as we shall see later on in 
this chapter, are used in the British advertisements for humour and 
persuasive purposes. In other words, British advertisers rely to a 
large extent in their advertising on sarcastic humour, humour for 
amusement, sexual language, etc. to attract the attention of their 
audience which finds such advertising very entertaining. 
This stems from the fact that 'British audiences like humour in 
general and they interact with it positively as it becomes part and 
parcel of their daily life. However, the transference of these factors 
labelled as taboos into Arabic will most of the time be rendered as 
unhumourous, unpersuasive, offensive, unsuccessful and 
unacceptable by the social morals of the TL audience which would 
find the use of such' elements neither entertaining nor funny, nor 
persuasive. Thus it affects them rather negatively and the 
advertisement ends up putting that audience off instead of 
persuading it to buy the advertised product. 
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This is due to the tremendous difference in the social conditions 
and cultures of the two societies, i. e. the Arab and the British, who 
perceive concepts and things differently. The notion of taboos and 
other cultural problems of literally standardising advertisements 
mainly into Arabic will be illustrated in the analysis as the analysis 
goes on. 
Text 1A (see Appendix) 
This advertisement is urging people to spend their holidays in Hyatt 
Resorts in Asia, Australia and the Pacific. The advertisement reads 
as follows: 
"That water looks inviting. " 
"So does the view, fromhere. " 
Feel The Hyatt Touch. 
The rest of the text which appears 'as a caption is additional 
information stating the number of the resorts, the type of 
accommodation and the spacious location which is designed for 
those who ta ke their pleasure seriously. The written text is 
accompanied by a picture of a couple having their holiday in one of 
Hyatt resorts. The picture shows the woman standing enjoying the 
view of the water and the scene and the man lying on bed behind 
her and smoking. 
The advertisement carries sexual connotation both linguistically and 
paralinguistically. This can be seen in the second sentence "So does 
the view from here" as said by the man. Although, the adjective 
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"inviting" is not repeated in the man's reply to the woman's 
utterance " That water looks inviting", yet it is implied and played 
on in the sentence. In this context the woman is talking about the 
temptation of the water which seems irresistible either for 
swimming or viewing whereas, the man is talking about her bottom 
which invites him for sexual intercourse. The sexual connotation 
also appears paralinguistically in the picture showing the woman's 
back half naked. 
The linguistic structure of the advertisement, its situational context,, 
and the paralinguistic association (the picture of the couple) 
coincide with the rest of advertisement theme makingýit interesting, 
appealing and attractive for the British audience as the concept of 
sexual references or connotations in advertisements and even in 
many other texts, is not only unsurprising but also acceptable and 
welcome. 
The case is completely different in Arabic, however. Such use of 
sexual connotations in advertisement or any other texts is tabooed 
and unacceptable to the audience. Therefore, the copywriter is 
always eager to avoid any kind of sexual connotation in their 
advertisements in order ' to avoid offending their audience. 
Moreover, the Censor Board of advertising in any of the Arab 
countries does not allow the advertising agencies to use or publish 
texts containing, such kinds of explicit offensive language. This is 
due to the cultural restrictions and conventions which are still valid 
in the Arab societies and which make them more conservative in 
their social life in comparison with Western societies who are more 
liberal in terms of economic, political and social systems. 
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Thus, the translation of the present advertisement into Arabic will 
definitely require a sort of some modifications inflicted on the 
source text such as: 
LLA ýe 
jeý- 41 A+IA 
C-ji W. Tj 
In the above translation, attempts have been made to deprive the SL 
text from its sexual connotations at the expense of the literal 
meaning and the translation becomes more explicit. The price was 
not that dear, however. The sexual connotation of the SL implied in 
the noun "view" and the adjective "inviting" when referring to the 
woman's bottom has been avoided in this translation where I 
substituted the implied adjective "inviting" in the second sentence 
by the Arabic pronoun "you", something which makes the sentence 
appear to be a general compliment to the woman. By changing the 
original meaning of the text, the translation would not have the 
same impact on the TL audience as it would have on the SL 
audience. Thus, the aim of my translation has been to avoid any 
sexual connotations which might offend the target audience. This 
task was carried out by making the Arabic version merely neutral, 
focusing on the view of the water and the woman and making that 
woman a neutral complement. This neutrality can be seen in the 
following back translation: 
"The view of the water is beautiful frornhere". 
"So are you". 
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Text 2A (Street Poster) 
The current advertisement is relevant to the pervious text and is of 
interest to our discussion here. It reads on asfollows: 
"She's terrific in bed. She's witty, intelligent and makes her own 
Pasta. She doesn't have a Linn Hi-Fi. But her sister does, and she's 
the one I manied. " 
Linn Hi-Fi 
Music for life. 
Overall Analysis 
This is a succinct advertisement and an example of prestige 
advertising. It appears in the form of a conversation between two 
men. It carries some sexual connotation and makes the audience 
infer that the most important feature about the man's wife is that she 
owns a Linn hi-fi. The advertisement appeal lies in the fact that it 
could be an actual everyday conversation and it uses everyday, 
uncomplicated language. It is aimed at the more affluent section of 
society as Linn is a ratlier expensive and reputable make of hi-fi. 
The use of the phrase "Music for life" is a succinct way of putting 
across the point that a Linn hi-fi will enhance the quality of life of 
the purchaser. It is a common feature in advertisements for top-of- 
the-range products and is an example of a company trying to coin a 
phrase which will become associated with their product and remain 
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in the mind of the public. It also conveys a sense of the high quality 
of the product. 
Linguistic Analysis 
On the one hand, the advertisement might appeal to the sense of 
humour of some of its British audience, on the other hand, it might 
be offensive to women. The standardisation of this advertisement 
literally to the Arabic language would be - unacceptable and 
unsuccessful for the following reasons: 1) the sentence "she is 
terrific in bed" refers to the fact that the man who is speaking has 
had an illegal sexual affair with the woman he is speaking about, 
something which is not really acceptable in the Arab World. 
Talking about a sexual affair cannot be accepted in a normal 
conversation let alone being used in an advertisement; 2) The 
humour meant by the last sentence "But her sister does, and she's 
the one I married" would not be considered as humourous by the 
TL audience for the simple reason that having a sexual affair with a 
girl and getting married to her sister would be perceived as 
something disgusting, offensive, immoral, and definitely not funny. 
Thus, if this advertisement is to be translated into Arabic, I suggest 
the following modifica! ions: 
A1L7 z)ý (s-%= j-4ýj j-. +. 41 1- r4 Loil. ) !. e-j3 aý, ý cil ý4U1 . r- Z)L5' 
u4 
261 
One can deduce from the above translation that I have avoided the 
rendering of sexual connotation and instead focused on the 
womants positive qualities which might have made her a good 
house wife had she had a Linn hi-fi. The sense of humour which is 
implied in the SL text and which attracts the SL audience's attention 
and reinforces the impact of the advertisement is also lost in the 
Arabic version. Humour is one of the most difficult aspects of 
meaning to be transferred from one culture to another or from one 
society to another since what is humourous in one culture or society 
is not necessarily so in another. Although in my attempted 
translation I have avoided the sexual connotation of the 
advertisement, we are still left with the problem of the humour. The 
TL audience, seeing the concept of sleeping with a woman and 
getting married to her sister because she has linn hi-fi as something 
disgusting, will not be able to appreciate the humourous strategy on 
which the copywriter depends for making his audience aware of his 
advertisement and finally persuading them to buy the advertised 
product. This will definitely ý effect the degree of the success of that 
advertisement when translated into Arabic. 
Text 3A (Street Poster) 
further advertisement with sexual connotation that is of relevance 
to our work is the following : 
Pity you'll only be wearing it for a few minutes. 
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Tabu Lingerie. 
Overall Analysis 
This advertisement takes the form of a rather succinct statement-the I 
one sentence advertisement, and makes use of sexual connotation. It 
is obviously directed at women and the use of the single sentence is 
straight to the point. Accompanied by a picture of a near naked 
woman, the sexual connotations would be obvious, implying that by 
wearing this brand of lingerie the woman will be more sexy and her 
man will find her irresistible. In other words, if she is wearing Tabu 
lingerie, the man will be so desperate to get her into bed, she will 
not be wearing it for long time. Advertisements like this for 
woman's underwear frequently intend to use sexual connotations to 
sell their products which is a typical way of persuasion. 
Linguistic Analysis 
Both the linguistic as well as the paralinguistic features (the picture 
of a nearly naked woman wearing the Tabu lingerie) reinforce the 
persuasional effect of the linguistic context and make the 
advertisement rather successful to the SL receiver. On the linguisfic 
of level, the length of time and sympathy implied in the words pity 
"only" and "a few minutes" show how irresistible and tempting the 
wearing of this Tabu lingerie is to men. I 
The translation of this advertisement into Arabic would be as 
follows 
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ajuvi rJ1 
In this translation, attempts have been made to minimise the sexual 
connotations of the advertisement. In so doing, the Arabic version 
appears to be very implicit whereas its counterpart, i. e. the English 
version, is rather explicit. Usually the case is the opposite in the 
translation of other text-types form English into Arabic. That is to 
say what is implicit in English becomes explicit in Arabic since the 
Arabic is considered to be a very explicit language. But, since we 
are dealing with what has been labelled as cultural taboos, the 
translator must bear in mind the reaction of the TL audience which, 
if negative, spoils the whole advertisement and its main aim, that is 
selling the advertised product. Thus, i f, in the case of 
advertisement, the translator encounters any tabooed language or 
concept which might upset the TL audience, he must exert all 
efforts to avoid them so that companies could sell their advertised 
products outside their national boundaries and build up a good 
reputation in other cultures. The Arabic translation may not be as 
successful and persuasive as its counterpart, but I believe that this is 
as far I can get it to suite the TL receivers' different attitudes and 
reactions. The companies which advertise women's lingerie in the 
Arab world, be they foreign, or local, usually avoid the inclusion of 
any explicit sexual connotation whether linguistically or 
paralinguistically and they instead opt for picturing the object or 
the item without personal association with the product. 
Text 4A (Street Poster) 
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"Im Bru can't make you pregnant, but it can make you a bit frisky" 
Overall Analysis 
This is a rather recent advertisement for "Im Bru", a Scottish fizzy 
drink, for which the copy writers have always claimed has strange 
powers. Previously. advertisements for this product have suggested 
that it can give you super strength, something which appeals in 
particular to the Scottish mentality which is attracted to such beroic, 
brave figures, however the copy writer is drawing the line at 
claiming it can make you pregnant. lie claims instead that it can 
make you a little frisky - which means lively, high-spirited and 
sexually excited. 
Linguistic Analysis 
It is obvious that the copy writer has flouted the maxim of quality 
by the false claim he makes that 'Im Bru' can make a woman frisky. 
By this violation, the copy writer creates an implicature which has 
to do with achieving humourous purposes and raising the number of 
consumers of various generations and not only young people for 
whom the product has always aimed at. As is the case with any soft 
sell advertisement, the copy writers try whatever they can to attract 
the public's attention. To achieve this objective, they usually 
produce persuasive texts in which the information is false or 
exaggerated and enhance them with visuals which aim at 
disambiguating the texts. The other pragmatic reading one can 
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deduce from this advertisement is the "inverted commas" implying 
that a quotation is being communicated, and the paralinguistic 
aspect embodied by picture of an old doctor saying that extremely 
important piece of information about the function of Im Bru. The 
use of the doctor in this advertisement reinforces the' copy writer's 
claims about Im Bru. As a matter of fact, the copy writer has 
managed to disassociate himself from the advertisement by making 
the advertisement sound like a doctor's opinion exploiting the fact 
that the doctors' words are usually taken for granted by the public 
or patients as facts which are authentic, unquestionable and 
unchangeable. Thus, the persuasive trick is played by the copy 
writer who changes the situation and the context of the 
advertisement advertiser-consumer interaction to doctor-patient 
interaction. 
Any attempt to literally translate this advertisement into Arabic can 
result in the failure of that advertisement since Arabic society will 
not under any circumstances accept the explicit sexual connotation 
or see it as humourous and they will consider the whole 
advertisement as rather abusive and offensive. Such a negative 
attitude towards the advertisement will definitely entail a negative 
attitude towards the advertised product itself. So to what extent can 
this advertisement be re contextual i sed into Arabic is seen in thd 
following translation attempt: 
ahvL-. ýl J-Y 
CSJ 
Wbat I have done in the translation is minimise the sexual 
connotation to the lowest degrees and change the situational context 
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from doctor-patient interaction to advertiser-consumer interaction. 
Hence, the Arabic version becomes rather implicit and the general 
hard sell advertisement claims that Im Bru gives women strength in 
every aspect of life. Obviously, the humour and the persuasional 
impact which are encountered by the SL receiver are lost in the TL 
text. 
Although I believe that the suggested translation is suitable for the 
TL receiver's cultural background and that it preserves the element 
of strength and persuasiveness, yet it cannot be considered as a 
faithful translation to the SL neither in terms of the emotional 
impact nor in terms of the immediate reaction the ST invokes in the 
ST receiver. 
Text 5A (see Appendix) 
Overall Analysis 
The examples which I am going to discuss are labelled under the 
taboo section because of the language they use as well as the 
paralanguage features. For the lack of space and for the interest of 
my work, I will only select the relevant bits instead of discussing 
the whole advertisement. 
This is an advertisement for cars and an example of prestige 
advertising. It is written in the form of a research article singingthe 
praises of fast cars, all of which are top of the range models. 
I lowever, actual advertisements for cars and other products 
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associated with the "good life" are incorporated into the main 
article. The copy-writers in these advertisements use images of 
"beautiful people" and "sporty" cars to get across the message that 
the car they are promoting is an essential accessory to a fast-living, 
affluent life-style. This type of advertisement is aimed at the 
youngish, middle class consumer. In the case of the advertisement 
for cars, the copy-writers use sex language to sell the product, 
equating ownership of a particular type of car with sex-appeal, 
virility and masculinity. Many of the adjectives used to describe the 
cars ('gorgeous', 'compact', 'sophisticated' 'more curves, 'more 
thrills' etc. ) could equally be applied to describe women, perhaps in 
that way equating ownership of a car in the same way as having a 
woman, i. e. a possession. These advertisements might not be so 
successful had they been in a women's magazine, so they are aimed 
almost exclusively at men- the readership of the magazine. Most 
women would be displeased to be regarded in such a sexist way, 
but men are less sensi tive about issues such as sexism. 
The sexual connotations in these advertisements are rife, with the 
LOVE MACHINE advertisement for the Lamborghini in particular, 
with its use of adjectives such as 'throbbing' and 'red' having 
particular phallic connotations. The article itself uses examples 
from . the last 30 years or so, with particular reference to the 
'Swinging Sixties' to reinforce the point of the advertisers, perhaps 
emphasising the durability of the particular type of car. 
Linguistic Analysis 
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In this series of advertisements, the copywriter uses the form of 
interviews or questionnaires with famous people known to the SL 
receivers about the Lamborghini cars making the advertisements 
appear like a scientific experiment rather than straightforward facts 
about the quality of the cars. The theme of the advertisements is 
basically based on the comparison of 'girls with cars' and how the 
possession of one of these cars can attract girls and eventually make 
ones sexual life pleasant. The discourse of these advertisements 
seems to be stuffed with various semiotic signs (i. e. intertextuality) 
alluding to different names of programmes, celebrities etc. that are 
well known to both American and British readers. The tenor of the 
advertisements proves to be fluctuative ranging from the absolute 
informal to the formal. Both the linguistic and paralinguistic 
features of these advertisements reinforce the dominant role of 
sexual language usage. 
The copywriter deviates from the norm of advertising by making 
the advertisement very long and rather boring. He flouts the maxim 
of quantity in giving the receivers intensive information. The 
implicature whi ch emerges from the above mentioned maxim 
violation is the authenticity of the text as a whole. In other words, 
the copywriter is trying to make his text authentic, unquestionable 
and irrefutable through, making the advertisement look like a long 
research. 
For the purpose of my work interest, I have chosen the following 
examples which are considered to be taboos in the case of either 
standardisation or translation into Arabic: 
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(1) Bond's Aston Martin boasted an ejector seat, for those awkward 
"lady" moments. 
This caption is accompanied by man's picture leaning on his car. 
(2) A bevy of ill-clad nymphstrels asprawl across the bonnet of a 
hot little coupe. 
The caption is also accompanied by the picture of two topless 
beautiful girls on the car. 
(3) Most men have a cigarette after sex. Here's David McCallum 
attempting to smoke a car. 
The caption is accompanied by the man's picture looking to the 
woman in the car. 
(4) Kylie Minogue' in Jim Robinson's car yard: pure sex on tiny 
antipodean legs. 
Again the caption is accompanied by the woman's picture. 
(5) ... Rip Tom gets to fuck a groupie in his expensive Limousine 
while his wife looks rather crossly on... 
(6) Sex On Wheels. Sex in cars is irrational, uncomfortable and 
very risky. And, says Kimberley Leston, it's bloody good fun 
Having sex in a car is like having sex with a virgin. 
Example (6) is accompanied by a picture of couple about to have 
sex in the car showing the woman's excitement. 
These chosen examples can not under any circumstances be 
literally translated into Arabic because of their se)iual absolute 
explicitness. The language of sex is considered to be taboo in the 
Arabic advertisements, and possibly any other text- type, because 
of the social morals of the society. Thus, any language with sexual 
connotations or references will make the audience have a negative 
attitude towards the advertised product. As I have, earlier in my 
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work, referred many times to the notion that what is 'acceptable by 
one society might be tabooed by another and vice ver sa, I will not 
go into details here for the sake of avoiding repetition. Thus, all the 
above examples must be omitted from any Arabic translation and an 
advertisement in Arabic for such cars might therefore be something 
like: 
Lr.: -- A-ALI)lj Lli)l kt, ý 
ýl JW 
In my translation, I have specified the qualities which can be found 
in Lamborgbini cars: luxurious, pleasant and speedy. It is a rather 
straightforward hard sell method to encourage people to buy this 
type of cars. The reasons for this dramatic adjustment are: 1) to 
avoid offending the TL receivers by the sexual connotations 
signalled both linguistically and paralinguistically and 2) to avoid 
the length, the special structure, the various cultural signs included 
in the text, the fluctuations of the tenor, and the adoption of other 
genres (interview or scientific research). As a matter of fact, all 
these factors make the act of recontextualizing the advertisement 
into the TL a very difficult task for the translator to carry out. 
Advertisement with Untranslatable Culture Pun 
Text IB (Cafeteria Advertisement) 
The following advertisement is taken from the cafeteria of The 
Caledonian Macbrayne Hebridean and Clyde Ferries. It is written 
by the owner of that cafeteria himself. The advertisement goes as 
follows: 
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(A photo of Margrate Thatcher speaking). 
Thatcher: Ovaltine? No thanks, it sounds too much like Mr. 
Heseltine. I'll have a tea instead, it's great valueliere. 
(A photo of John Majorspeaking). 
Major: I suppose that's why they call her"Mrs. T". 
Overall Analysis 
This advertisement takes the form of a witty conversation between 
John Major and Margaret Thatcher. Mrs Thatcher does not want to 
drink Ovaltine because it reminds her of Michael Heseltine of 
whom she has a deep dislike. The fact that the text sounds like a 
conversation taking place in a work canteen, and probably shortly 
after Mrs Thatcher was thrown out of office and lost her job as a 
prime minister, adds a touch of irony and empbasises the fact that it 
is a cheap drink. John Major has the last laugh by referring to Mrs 
Thatcher as Mrs 'T' which is not a very respectful way of 
addressing his predecessor. The copywriter of the advertisement is 
using humour to attract the attention of people coming to his cafe 
and remind them that, tea is somewhat a British institution and part 
of everyday life in Britain. By putting politicians in a humours light 
the advertisement suggests this lack of respect and the love/hate 
relationship of the British public with politicians. On another level, 
the advertisement is humourous because the thought of Mrs 
Thatcher and John Major having tea together is very unlikely and 
most British people may appreciate the eccentricity of the situation. 
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The British who are known for their sense of humour particularly at 
those prominent figures i. e. politicians, comedians, TN. presenters 
etc., will find this advertisement very entertaining. The clever way 
of using the letter 'T' or word "tea" reminds visitors of buying tea 
from the cafeteria. The advertisement as a whole could almost be a 
scene from the TV programme Spitting Image rather than a real 
advertisement. 
Linguistic Analysis 
As far as linguistics is concerned the advertisement contains many 
British cultural signs which can easily attract the British audience 
who come to the cafeteria. As I have mentioned earlier, this 
advertisement is written by the owner of the cafeteria who tries to 
attract the attention of the SL audience to the products available in 
his cafe and their great value, i. e. Tea and Ovaltine (a hot drink 
usually taken to relax one's mind before going to sleep). The 
copywriter, writing for a particular reader in mind, knows that he 
shares with that reader the same background knowledge of British 
Conservative political situation which took, place in 1990 over the 
leadership of the Conservative Party fuelled by Michael Heseltine. 
Thus, he uses Mrs Thatcher, Heselfine, Major, Ovaltine and the 
letter 'T' as semiotic signs addressed to the, SL readers who can 
easily participate in the existing text and react to it. The copywriter 
does not only play on events and persons names but also on words 
such as in the case of "Ovaltine" and "Heseltine" and "T" and 
"Tea". All these intertextual signs which are known and relevant to 
the SL audience cause major problems to the translator. 
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In this advertisement, two of the Gricean maxims have been flouted 
namely the maxim of relevance and the maxim of manner. The 
maxim of relevance is flouted for the achievement of humourous 
purposes by taking the reader by surprise and creating a kind of a 
strange relationship between Mr Heseltine and Ovaltine. On the 
other hand, the maxim of manner has been flouted by implying 
obscurity and ambiguity through the use of the letter 'T' which can 
be interpreted as referring to the hot drink "tea" or as referring to 
the first letter of Thatcher. 
The translation of this advertisement into Arabic is difficult if not 
impossible particularly when it comes to the second sentence of the 
text. The text as a whole is problematic as far as translation is 
concerned, to different degrees however. In the part stated by 
Thatcher, there is the problem of Ovaltine and Heseltine which are 
both alien to the TL receiver who does not have any idea what 
Ovaltine is and who Heseltine is. These two problems are not 
insurmountable however. The translator, as my translation suggests, 
might opt for a sort of expansion in order to insert some hidden 
information to the TL receiver in such a way that the latter mightbe 
able to understand that Oveltine is a hot drink and Heseltine is a 
politician with whom Mrs Thatcher has political clashes. Thus, for 
this particular section, the translation will be as follows: 
J 13.3, L-ILW 4F-4-ji J-4 Výý 
9 ?Z 
. U-Jill 
1. Ljb 
Ui 4-Ajý j7. A . 
4ji 
-f.. 
jj 4-u 94 
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As for Major's utterance, the translation problem is no 
!t 
that easy to 
handle, and the informational loss is unfortunately inevitable. 
Translating Mrs 'T' as :jU. -JI will make the TL receiver 
understand that the letter in Arabic corresponds to the first letter in 
Thatcher's name but it will look as being out of the place with no 
humourous effect whatsoever since the TL receiver will be unable 
to see the relation between the whole advertisement and the letter 
7. On the other hand, translating it as aL-`JI LL--, will mislead the 
TL receiver who will assume that Thatcher is called "Mrs tea" in 
Britain, something which is not really true. Moreover the 
humourous effect seems to be completely lost. For all these reasons, 
this is considered to be one of the cases where the translator is 
paralysed with no solutions in hand to offer. 
Advertisement with Reference to Political Events and 
Politicians. 
Text 1C (Cafeteria Advertisement) 
The following advertisement is also taken from the cafeteria of The 
Caledonian Macbrayne Hebridean and Clyde Ferries and it is 
written by the owner of that cafeteria: 
(a photo of John Major speaking). 
Major: I expect that Norman and I must eat our words over the 
E. R. M. and devaluation. 
Norman: I'd much rather eat a ! -una -and 
Mayo toasted sandwiche. 
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Overall Analysis 
The copywriter is trying to impress his receivers by means of 
humour for the sake of informing them about how good the tuna 
and Mayo toasted sandwiches in the cafeteria are. The 
advertisement is playing on the fact that Britain had to devalue its 
currency in 1992 and withdraw from the European Exchange Rate 
Mechanism. The expression eal your ii, ords is a colloquial way of 
saying to take back what you said before and to admit thatyouwere 
wrong. 
The copywriter is using humour to suggest that the tuna and 
mayonnaise toasted sandwiches being advertised are rather tasty, 
and the Norman in question - Norman Lamont - would much rather 
eat one of those than eat his words. There is also the ironic aspect 
since it would be very unlikely that John Major and Norman 
Lamont would admit that they had been in the wrong, so this would 
make the advertisement stick in the mind of the receiver. Again, and 
similar to the previous advertisement, this advertisement uses 
Britain's love/hate relationship with the European Union, which 
usually features politicians, especially Thatcher, Major and Lamont. 
Linguistic Analysis 
The copywriter once again is flouting the maxim of relevance by 
establishing the relationship between eating words over the E. R. M. 
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and devaluation and eating tuna and Mayo toasted sandwiches. The 
real intention of the advertisement is to inform the audience about 
the availability of these sandwiches. The copywriter is also flouting 
the maxim of quality for stating something he does not believe tobe 
true and indirectly implying that Mr Major and Mr Lamont are 
condemning themselves or admitting the failure of their policy 
towards the E. R. M. The advertisement invokes the reactions of the 
SL receivers who find it amusing and humourous since they are 
familiar with the British political situation over the European Single 
Market integration. 
The translation of this advertisement into Arabic, as has been the 
case in text 113, will result in a rather long paraphrased text 
explaining to the TL receiver the cultural and informational 
background of the advertisement. This will eventually result in the 
loss of the structure of the advertisement and the witty play on the 
verb eat. In order to see bow unsuccessful this advertisement would 
be if literally translated into Arabic, I will try the following 
translation: 
; jl ZMAJ. ýJ Ul L. -1; o 
L. J1 jJyU, 6fl _c s_ST it 
: aj3 
One can see from the Arabic version that the play on the verb eat 
on which the SL advertisement depends is completely lost. This 
loss inflicts a tremendous loss of meaning in the TL advertisement. 
The shared knowledge between the text receiver and the copywriter 
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depended on for the achievement of immediate response and 
reaction on the part of the receiver of advertisements is 'missing in 
the case of the TL receiver. The absence of the shared knowledge 
between the ST producer and the TL receiver results in the fact that 
the TL audience will miss out all these cultural signs. Moreover, the 
TL audience is not used to the concept of referring to political 
figures in advertisement. This point is very difficult to explain in 
the translation of advertisement as it does not exist in the Arabic 
advertisements. If the translator tries to bridge the gap created by 
the unshared knowledge and the different backgrounds through 
means of expansions and explanations, the advertisement will look 
like any other text-type and will lose its own flavour. Moreover, the 
TL audience will have a different attitudes towards such a kind of 
advertisement and it might not find it humourous or amusing, 
something which will definitely result in minimising the degree of 
effectiveness of the advertisement. 
Advertisements with Various Cultural Problems 
Text ID (see Appendix) 
This is a series of Swinton Insurance advertisements which all come 
in the form of letters addressed to very famous personalities. The 
fact that it is a series of advertisements may be the copywriter's 
way of gaining and retaining the public's interest. After seeing one 
advertisement, when another one in the same vein appears, the 
public will be interested in reading or seeing the latest. This has 
been done successfully before, for example, the Nescafe series of 
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advertisements, where the public were 'hooked' in a sense, to find 
out what happens next. The name of the company will also, in this 
way, be more likely to stick in the minds of the public. Each 
individual advertisement highlights a different type of policy, or is 
aimed at a different section of the population, for example, young 
drivers, and the people to whom the letters are addressed would bp 
familiar to almost everyone. All of the letters appeal to the 
supposed British eccentricity, being written by someone whom one 
It 
would imagine to be typical old English eccentric. 
The overall tone of the letters is of familiarity and comedy, 
interspersed with snippets of information about the company and its 
policies. The use of humour in advertising is a way of intelligently 
persuading the receiver, and yet avoiding the "hard-sell' approach, 
appealing in amore subtle, detached way to the receiver's 
sensibilities. The familiar tone of the letters is aimed at appealing to 
as wide an audience as possible, and the topics of conversation are 
everyday topics such as careless, young drivers and the over- 
abundance of American fast-food joints. In all the advertisements, it 
is not until the third or fourth paragraph that the name of the 
Insurance company is mentioned. This fact and the use of wit in the 
advertisements could be the copywriter's way of swaying the 
recipient into a false. sense of security, as advertisements for 
insurance companies are generally, not well received and are 
regarded as boring. However, by the third or fourth paragraph, the 
reader will be interested in continuing to read the advertisement and 
find out about the company, thus perhaps encouraging them to 
contact the company for further information. 
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Each letter finishes off with, a really witty paragraph, totally 
unrelated to Insurance. This again would have the effect of making 
the recipient more open-minded towards Swinton Insurance and 
make them feel as if they actually got some enjoyment out of 
reading the advertisements. 
Linguistic Analysis of Text IDA 
In this advertisement the writer is using sarcasm which appeals to 
the British sense of anything American being inferior to anything 
British. At first the writer appears to be humouring President Bush, 
but it becomes clear that he is being quite anti-American. 
In the first paragraph, the reference to the "green and pleasant land" 
reinforces the notion of patriotism towards England. It is taken from 
the hymn 'Jerusalem', and suggests that the writer is ready to take 
on any invaders, even American hamburger bars. 
In the second paragraph the writer is stafing that he/she has nothing 
against America but this is clearly not the case. This lack of respect 
for America is evident in the reference to the system of allocating 
visas, suggesting that one of the requirements for obtaining a visa is 
the ability to whistle, the 'Star Spangled Banner'. The grammar in 
the letter, as in the others, has crossed out spelling mistakes, 
suggesting that it is someone who is intellige nt, but perhaps a little 
'dotty'. It could also be the author's way of getting the public notto 
take the contents of the letters too seriously. 
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The third paragraph with its reference to the man dying from 
swallowing a hand towel is again a tongue-in-cheek sarcastic 
reference to modem day American domination of our culture. It is 
also obvious from this paragraph that the writer is 'old fashioned' 
and does not take too kindly to new inventions such as warm-air 
hand dryers, again suggesting that the old, 'British' way of doing 
things is best. 
The fourth paragraph is the one which makes the reference to 
Swinton Insurance and is purely factual. It offers little in the way of 
information about the company and is out of step with the rest of 
the letter. 
In the final paragraph Mrs Woman Next Door is a very colloquial 
way of referring to a neighbour or a female acquaintance. It is not 
particularly respectful but again is a purely British figure of speech. 
This paragraph also makes a sarcastic reference to the current 
employment situation, suggesting that some people who have the 
qualifications or ability to be brain surgeons end up working behind 
a burger bar. 
The writer finishes off the letter by putting 'Yours Patriotically', 
which again is sarcastic as it is clear that he is not in the least 
patriotic towards America. 
Overall Analysis of Text 1D. 2 
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It is obvious from the tone of this letter that it is an older person 
who is writing it. The word which springs to mind is 'eccentric'. 
This advertisement, as well as the others, is aimed at appealing to 
the supposed eccentricity of the British people. It suggests someone 
who is stuck in their ways and old fashioned. The overall tone of 
the letter is that of a lecture. It is as if the writer is lecturing Nigel 
Mansell on how he should drive etc., and that he should be setting 
an example to his youngers. The writer also refers to woman 
drivers, again reinforcing the image of an elderly conservative man 
who believes that women are inferior drivers to men. Women 
drivers are often joked about in British culture. The reference to his 
Dear Lady Wife is also the way in which an elderly, conservative 
type man would address his wife. The reference to her driving on 
the pavement is witty, albeit a bit sexist and again poking fun at 
women drivers, one of the stock figures of ridicule in British 
society. 
The second point uses false naYvet6 to get the point across that 
motor racing is futile. Again the tone is of a lecture, and the ideaof 
an elderly driver driving at a snail's pace and enjoying the 
surrounding scenery comes to mind. This again invokes the image 
of an old English eccentric. 
i 
As in the previous letter, the final paragraph is the most witty. The 
writer is using the comparison of his wife to a Catherine Wheel on 
Bonfire Night to create a very funny image. Again the writer signs 
off sarcastically by signing off "Yours Youthfully", which he is 
obviously not. 
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Overall AnalYsis of Text 1D. 3 
The tone of this letter is very colloquial and tongue-in-cheek. There 
are also military references and references to war 'Stormin' 
Norman', 'spot of bother', 'tackle matters', rumblings' etc. The 
suggestion that Mr Lamont does not know where the comer the 
economy is supposed to be turning also is a witty way of showing 
disrespect. 
The use of the phrase 'If I may be so bold ... ' 
is a clever way of 
being cocky in this case, suggesting that the writer thinks his own 
ideas for running the economy are superior to those of MrLamont. 
In the third paragraph, the image of an old eccentric is again 
evident. The reference to wireless is old fashioned and it would be 
unlikely that this word would be used by anyone young. With the 
reference to the radio programme 'Sing Something Simple' the 
image of naivet6 comes across. One could imagine an old person 
sitting listening to such a programme during the Second World 
War. The writer is playing on the word 'tax' using the fiscal 
spelling of the word for comic effect, again with the phrase 'brass 
tacks' being a colloquial way of saying the phrase 'the bottom line'. 
The reference to taxing brass is using the notion of taxing 
something ridiculous like brass to show his disapproval of 
government policy. He also plays on the word 'brass' which can 
also mean money, in a colloquial sense. An example of the word 
used in this sense is in the saying "Where there's muck there's 
brass". 
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In the third paragraph the writer is taking a swipe at both women's 
magazines and the money markets. The language used here is again 
colloquialism. Had the writer wanted his letter to be taken seriously 
by a figure such as Norman Lamont he would haveý used a more 
formal style of language. It could also suggest that he does not take 
the government and its policies seriously. 
The fifth paragraph which again is the only reference to Swinton 
Insurance, offers little in the way of information about, the company 
itself and as in the other advertisements is out of step 'with the rest. 
It finishes off with a touch of irony and wit, making fun of Mrs 
Thatcher losing her job and suggesting that she spent much of her 
time in Downing Street doing her knitting. Again this is a mark of 
disrespect, which in Britain, where politicians are concerned, is 
considered to be something non-nal and healthy. 
The final paragraph finishes off on a familiar tone with the 
colloquial use of I was just saying... " suggesting that the writer is 
talking to someone whom he is familiar with, like a neighbour for 
example. "Poking" is also a colloquial word. Again this paragraph 
shows a little disrespect for politicians in that it implies that one of 
the main tasks of a politician is to be nice to children. 
By signing off "Yours in recession.. " the writer is reminding Mr 
Lamont that the economy is still in recession and continues the 
sarcastic tone right through to the end oftheletter. 
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Political Reference in Advertisement 
Texts LD & 3. D (see Appendix) 
The intention of addressing the letters to president Bush and 
Norman Lamont is to draw the attention of the readers. Advertisers 
are known to associate their products with a well known figure to 
gain attention. Rossiter & Percy (1987: 197) state that 
"An element in an advertisement must be attended to 
before other processing responses to it can be made. 
Attention is thus the first necessary processing response. 
Attention is basically an orienting response to a 
stimulus. It signifies that the stimulus has made contact 
with a sense organ". 
Thus, Bush and Lamont are serniotic signs that attract the attention 
of the SL readers who can easily recognise these figures' contextual 
positions without the need for any further reference or 
interpretations. The SL readers on their part can, interact and 
appreciate the usage of personal references in this context, as the 
arguments included in each advertisement are related to the job of 
cacti personal reference. 
As far as the TL readers are concerned, however, this established 
phenomenon of addressing or associating an advertisement with 
politicians does not exist in the Arab world. The absence of such 
strategies in the Arab world might be caused by some political and 
social factors. Thus, the difficulties of transference in this context 
are not linguistic, but rather conceptual. In other words, the TL 
readers are not familiar with or used to the concept of associating 
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the advertised products with their politicians. Therefor, the 
translation of Dear Mr. Presideni Bush and Dear Norman Lamont 
into Arabic will require extra recontextualisation. Moreover, if we 
take it for granted that the TL readers know who Mr. Bush is, the 
other, i. e. Norman Lamont, will require extra explanation 
concerning questions such as who he is, what his nationality is, 
what his job is, etc. Such explanations required in the TL 
advertisement will make the message of the advertisement long and 
rather redundant. 
The informal way in which the addresser addresses the addressee in 
the SL advertisement will be more or less lost in the TL as the 
translation will be in formal language. It is worth mentioning here 
that the language usage in the translation or standardisation of 
advertisement from an international company into Arabic will 
always be in Standard Arabic in the case of the written texts as it is 
preferred by the readers since it avoids any confusion with local 
dialects. 
Intertextual Reference in the three Advertisements 
Under this section of, intertextuality I shall discuss examples from 
Swinton Insurance texts that are relevant to the notion of 
intertextuality (see chapter three). As it has been argued earlier in 
this thesis, intertextuality is a text or a sign that reminds the reader 
of some other previous texts. Intertextuality involves the 
dependence of o ne text upon another. The translation of 
advertisements does not only require a translation of words, but it 
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also requires preserving the rhetorical force, the emotiveness, 
emotion and the effectiveness conveyed in the SL text through 
many means such as intertextuality for example. 
In order to make his argument stronger and more effective, the 
copywriter invites some other texts into his text. In text ID. 2, a 
poem by William B lake, called 'Jerusalem' is invited to the 
advertisement through the quotation "green and pleasant land". 
Blake was a famous visionary English -poet. H e was born in 1757 
and died in 1827. The versereads: 
Bring me by bow of burning gold! 
Bring me my arrow of desire! 
Bring me my spear! 
Oh, clouds unfold! bring me my chariot offire! 
I will not cease from mental fight! 
Nor shall my sword sleep in myhand! 
Till we have built Jerusalem 
In England's green and pleasant land. 
It is easy to translate the "green and pleasant land" 
I 
into Arabic as 
L-Tvw l L-; oji, but the problem here is not only the translation 
of the noun and the two adjectives which refer to England but 
rather the explanation of this cultural intertextual reference in a text 
controlled by the elements of both space and time. In other words, 
advertisements do not permit the translator to make any expansion 
in the text since they should always be quick and short. In addition 
to the problem of explaining to the TL audience who William Blake 
is and the situational context of this poem, the translator is faced 
with another problem which has to do with the advertisement being 
directed to the British audience's feelings towards the American 
economic influence in Britain. In other words, this intertextuality 
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reinforces the advertisement emotional appeal against the American 
economic influence in Britain, particularly by the combination of 
McDonald's and Burgers, which originally came from America. 
Thus, Missing this intertextual reference, the poem will be of no 
emotional appeal to the TL reader and the effect of the text will be 
reduced to the lowest degrees. 
The second example in the last paragraph of text ID.. 2 is both 
ironical and intertextual. It goes as follows: 
"Last week, the Dear Lady wife ran to catch a No. 19 bus to 
Cheadle so quickly that her stockings rubbed together, causing 
sparks... anyway, she looked like a Catherine Wheel on Bonfire 
Night". 
The Arabic translation can be as follows: 
19 ýjj LULki jL.; -ýU Lr2, 
-lot- 
JL-, i: --%Il" Jc Ls 
i 
Again, this translation is not sufficient to the TL reader since the 
historical events of Catherine Wheel and Bonfire Night are 
unknown to him. Although I have expanded the translation to make 
it rather explicit to the TL readers, yet it is still impossible forthem 
to capture all the significant dimensions of the SLtext. 
288 
The copywriter in this context is being ironical about the dear lady 
wife. He is trying to compensate for the previous boring paragraphs 
trying to bring his readers back to the first two paragraphs. The 
word 'sparks' is a semiotic, sign referring to 'Catherine Wheel' and 
'Bonfire Night'. There is a sequent ial process in the relation of these 
three phrases in the sense that the Catherine Wheel is used as a 
simile to describe the sparks co ming from the lady's stockings and 
the Catherine Wheel on a Bonfire Night refers back to Guy Fawkes, 
who tried to blow up the House of Parliament on 5th of November 
1605. 
This shows how the intertextual elements in this context is 
conceived as an important means for invoking emotion in the SL 
readers. Thus, if this advertisement is to be published in Arabic in 
the Arab world, it will have no communicative effect, firstly 
because of the elements of humour, irony and the fluctuation of 
tenor, and secondly because of the intertextual elements referring to 
Catherine Wheel and Bonfire Night which are wholly associated 
with the British Culture and which require a cultural and historical 
background knowledge on the part of the TL reader in order to be 
able to appreciate such important intertextual references. Thus, 
background knowledge is a prerequisite for the understanding of 
such advertisements. 
The third example of intertextuality is taken from paragraph three 
in text ID. 3. It is a reference to a radio programme called "Sing 
Something Simple". Through this intertextual reference, one can 
imagine this old person, perhaps an ex-anny officer sitting listening 
to such a programme during the Second World War. Again, and as 
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the previous cases, the intertextual reference is not an ad hoc 
borrowing thrown into the text with no function, but on the 
contraryl its implication forms a signifying system which operates 
by connotation. This process needs a social background knowledge 
for it to be effective as a vehicle of signification. 
These subtleties of the intended meaning that are brought forward 
by the ST producer can be worked out by the reader if he is fully 
aware of the cultural background. Unfortunately, the transference of 
intertextual reference in the case of advertisements can not be fully 
conveyed into another culture for the simple reasons that 1) 
advertisements are controlled by the elements of time and space, 
and 2) when advertisements are transferred into another culture 
they lose their element of humour since this element is usually 
based on the immediate reaction of the target audience. - This leads 
us to the conclusion that these factors, in addition to many other 
ones which will be discussed later on in the current chapter, make 
advertisement something extremely difficult to translate into 
Arabic. 
Informativity In the three Advertisements 
Wales (1989: 250) argues that "The greater the unpredictability, the 
higher the informational value of a signal". The three texts prove to 
be highly informative. They are full of unexpected contrast of 
language use, of deviations from the formal style into the infortnal 
style, of humour, etc. By these informative means, the copywriter is 
trying to retain the readers attention. These advertisements seem to 
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be designed to appeal to the sense of humour of a wide spectrum of 
readers. 
One of the most significant incidences of informativity is the fact 
that the advertisements came in the form of letters giving the 
feeling that they are real letters addressed to real people. The 
rhetorical purpose behind informativity in this respect is either that 
the copywriter is introducing the idea of risk which is relevant to 
the insurance advertisements and embedded in every letter in the 
fourth or the fifth paragraph or he is trying to be humourous in 
order to entertain the reader and to tempt him to continue reading 
the letters until the end. 
The translation of advertisements like the ones for Swinton 
Insurance, which include various elements of stylistics and 
inforniativity as part of their wider scope meaning based on the 
social, cultural and idcological knowledge background of the SL 
receiver, puts the translator frustratingly in a difficult position to 
get his message passed to the TL receivers within the framework of 
a text that ought to correspond to the informativity of theSLtext. 
Irony as Source of flumour in the three 
Advertisements 
Humour in advertising in general relies to a large extent on what is 
perceived to be funny or entertaining by the public either through 
explicit or implicit humour (irony). As all the Swinton Insurance 
advertisements are full of ironical humour and entertainment, I will 
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concentrate in this section on some ironical elements that are 
employed for purposes of humour and that cause difficulties 
which being transferred into the TL. For illustration purposes the 
examples will be taken from text ID. I addressed to Mr. Bush. 
Example A, paragraph (2) 
"Don't get me wrong, I've nothing against America. I can even 
whistle the Star Spangled Banner, which I believe is a basic 
requirement to getting a visa. " 
it. Le. 2 ua s4 tr-j-i 
. 
L5ý. ei ji LIc. 
J-, ý >91 p-1 Jib JJ ýIut 
Ae91 
Example B, paragraph (3) 
"For research purpose I ventured into a burger bar last week 
although I've never actually met anybody who has died from using a 
hand towel yet, except the man at the end of our road who 
accidentally swallowed one. More substantial than beef burgers 
though. " 
Lsýtj 
Zou I : JLj; t-p eLjao A-%-6 &-- Lrlo z5L-ji 
Lr-. r-- LpLil ý C: jIP Ld Lr. Lil ýý (0-ý)Lqj .... L5401-11 Ld eL611 aJ-A . 1--l 
'41 a; fuA- -I Lsj -J L; l OVI jo 
Ls.. )" A-Ail LSJ &JaL 
OLS, 
L-L 
L! r 
Example C, paragraph (5) 
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Mrs. Woman next door got a job behind the counter in a burger bar. 
It's XX sad because she really wanted to be a brain surgeon. As it 
is she still gets to wear a nice uniform but she doesn't have to wear 
a mask. 
Yours Patriotically 
y4 juýÜ ia -il c-u> Zrlall Ly 
. L. C, U 
It is obvious that in example A the copywriter has flouted the 
maxim of 'quality' by contradicting what he has just said in the first 
paragraph. In other words, he does not really believe in what he is 
saying and he wants to create an implicture. This implicture comes 
into being whenever the language user flouts any of Gricean 
maxims. Thus the reader should always be ready to perceive the 
intended implicture whenever a violation takes place. 'The violation 
of Gricean maxim of quality actually occurs in all the three above 
mentioned examples for the sake of humour and entertainment. The 
copywriter is trying to entertain his readers through being very 
ironically humorous about the Americans. This can also be I clearly 
seen in example B where the copywriter, before talking in the next 
paragraph about life insurance and risks which can happen by 
accident, is being ironical and is flouting the maxim of quality by 
saying something be does not really believe in. In other words, be 
certainly does not believe that someone has died from swallowing a 
hand towel, however, he wants to make a point here that since you 
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might catch some diseases through the transmission of germs, you 
should have life insurance. 
As may be noticed in example B, an informativity has been made 
deliberately, paving the way for introducing the main purpose of the 
advertisement which is going to talk about risks. In my translation, I 
opt for an equivalent translation that may somehow be similar to the 
SL scientific genre which the writer is deliberately making use of in 
order to shock his readers by introducing something unexpected. 
The copywriter has also been ironical in example C trying to 
enhance his argument and to compensate for the previous paragraph 
which is rather boring. This irony is again to entertain his readers 
by talking about Mrs. Woman next door, who seems to have high 
ambitions to become a brain surgeon, but she ended up working ina 
burger bar. The ironical expression of 'Mrs Woman next door, is 
used to imply his disregards for his neighbours, with whom, one 
may assume that he and his wife do not get on very well. The mask 
which is a semiotic sign that refers to what a brain surgeon wears, 
is a dream that this woman will never be able to accomplish. 
Finally, the copywriter finishes his letter (advertisement) again in a 
rather ironical way by using the signature 'Yours Patriotically', 
which shows that the %yriter may not have a great deal of respectfor 
President Bush. 
Although in my translation I tried to make some kind of adaptation 
to the TL text in order to preserve the cultural and the ironical 
humour aspects behind the SL text, I do not think the advertisement 
as a whole will be successful because of the cultural distance 
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between the TL and the SL readers and because of the fact that the 
British audience is used to use of humour in British advertising 
while the Arabic audience is not used to that strategy in Arabic 
advertisements. It is worth mentioning here that in the cases of the 
advertisements which included some sexual connotations and 
offensive concepts as far as the TL reader is concerned, the 
translations tended to be more implicit, contrary to the SL text and 
that was the best solution the translator can opt for. However, the 
case of the current examples is different. One must notice that in 
the above provided translations the technique of translation has 
changed from what is explicit to what is implicit and from what is 
implicit to what is neutrally explicit. However, the translation is 
still not clear enough for the TL receivers to understand and to 
appreciate the cultural humour of the SL. 
To sum up what I have just discussed, the macro-intention of these 
advertisements is to persuade people to come to Swinton Insurance. 
The writer is being very clever in adopting this format to sell his 
services and to attract the attention of the readers of the SL in order 
to react positively to the advertisement. The texts have been packed 
with humourous irony which entertain the reader and attract his 
attention to the advertisements. These advertisements prove to be 
problematic as far as translation is concerned. Although in some 
instances the translations I suggested might have observed the 
content of the SL, yet this observation does by no means fully 
guarantee the preservation of the degree of irony in both its 
connotative and denotative meanings. 
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Advertisement with Conceptual Problems 
Text IE (see Appendix) 
Overall Analysis 
The advertisement is aimed at those women who have problems 
controlling their hair. In this advertisement, the woman's hair, 
rather than the woman herself, is likened to an unruly dog. There 
are many references to dogs and canine behaviour - 'dog house', 
'misbehave in public', 'handler', 'sit, stay and behave' and 'play 
dead' - all these words refer to controlling dogs - and it is control 
which is the key word ernphasised in this advertisement. In other 
words, it is by using Vidal Sasoon that women will be able to have 
control over their hair. ' This is reinforced by having the phrase 'Sit, 
stay and behave' at the end of the advertisement in large bold 
lettering. 
Some women may be insulted by having themselves or their hair 
likened to a dog. In British culture, to refer to someone - usually a 
female, as a dog is considered to be an insult since it means that the 
woman is ugly or has 4og-like features. However, on the whole, the 
vocabulary used in this advertisement has more to do with control 
rather than appearances. The company would not set out to insult 
woman intentionally. So it may not be the case that a woman would 
be insulted by the advertisement, especially since the woman inthe 
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advertisement is reasonably attractive and her hair - which is the 
most important thing-seems to be in perfect condition. 
Linguistic Analysis 
It is true that every advertisement has an clement of information 
and persuasion be it through linguistic utterance, paralinguistic 
features or both. However, the degree of information and 
persuasion varies from one advertisement to another, depending on 
the psychological means employed in persuasion to sell products 
and services. In both function and form, advertising is considered to 
be a genre of primarily a persuasive nature. Hence, advertising 
makes people believe they are inadequate without using the 
advertised product and that the advertised product will manage their 
inadequacies in a satisfactory manner. The target audience might 
not be directly aware of the pressure to which the advertiser 
subjects him/her. 
However, means of persuasion differ from one culture to another. 
In other words, what seems to be persuasive to one culture is not 
necessarily so to another. This is due to many factors such as 
differences in social backgrounds, social beliefs, religious beliefs, 
needs and psychological perception etc. This can be clearly 
illustrated in the Vidal Sassoon styling spray advertisement. In this 
advertisement, the copywriter conveys the image of the dog very 
clearly through linguistic features (your hair is in the dog house, sit 
stay & behave, etc. ) as well as paralinguistic feature (the picture of 
the dog's bowl over the head of the woman). It is important here to 
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mention that the text depends to a great degree on this kind of 
textual link between these elements. In other words, the copywriter 
starts his advertisement by the sentence "your hair is in the dog 
house" and ends it by the sentence "it will make your hair sit, stay 
& behave". These sentences are obviously accompanied by a 
paralinguistic feature. All these elements are brought together in a 
very organised and cohesive manner in order to bring to light the 
element of control on which the advertisement counts. The image of 
a dog misbehaving in public and then shouted at by its ownerbrings 
to the mind the element of immediate response, obedience, and 
control. The advertisement is basically saying that the woman will 
be in control and in power as far as her hair is concerned if she 
decides to use the Vidal Sasoon bairspray. 
Now, I will make some attempts to literally translate this 
advertisement in order to show the huge loss of meanings such a 
translation would involve and the high degree of unacceptability the 
advertisement would face in Arabic societies. My main concern 
would be the first and the last sentences of the advertisement: 
j49 JL-e-) ><ý. iig--1 üý -t-4j 
The first sentence is obviously unacceptable to the Arabic woman 
either religiously or socially speaking. As has been discussed earlier 
in the current research, the concept of the dog is associated with 
dirtiness and the dog itself is not acceptable in the Islamic religion. 
Moreover, the word "dog" is most of the time used in the contextof 
cursing somebody and insulting him to the highest degree. In the 
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second sentence, the image of the dog disappears in the translation I 
offer since the target language receiver would not recognise that 
this sentence is said to the dog and only to the dog. This has some 
positive and negative points. The positive point is that it makes the 
TLT get rid of the element of insulting the target receiver and the 
negative point is that it effects to a large extent the textual 
coherence of the source text and the image of the dog repeated in an 
organised manner in order to bring to light the element of control. 
This argument proves our earlier discussion about the difference in 
means of persuasion appeal across cultures. The strong persuasion 
method resorted to in the SLT turns out to be rather weak in the 
TLT and even insulting, offensive and unacceptable. To conclude, 
and for all the above mentioned reasons, the literal standardisation 
of this advertisement into Arabic is far from successful. 
Having analysed English texts from linguistic point of view with 
the provision of Arabic translations, I shall follow the same 
procedure with the coming two Arabic texts. 
Advertisement with Religious Reference 
Text IF (see Appendix) 
Overall Analysis 
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This text is based on the Islamic belief that God is the creator and 
man's mission - is to live in harmony with God's creation. According 
to this belief, creation is the act of God, while living is the 
responsibility of man. Living in harmony with creation means 
taking responsibility for the elements of creation. 
Water is one of the basic elements of creation. The Holy Qur'an 
regards water as the source of all living things and people should 
obey God and not use more than they need. The text, based on this 
religious belief, is using it to convince the readers to exercise 
appropriate management of their water resources. The text does not 
address readers as citizens of a country with governmental law but 
rather goes beyond such elements to address their individual 
religious consciences and to remind them of the responsibility of 
mankind on earth. The text includes men and women, old and 
young. In this respect, the target group includes all the readers of 
the newspaper who share the same belief in God's creation and the 
responsibility of man. 
Linguistic Analysis 
This text is an annourýccment which was published by the Ministry 
of Water Resources in Oman. The rhetorical purpose of the 
announcement is to appeal to people to conserve water as there is a 
prediction that the Arabian peninsula will be exposed to drought 
due to the shortage of rainfall. To have an effective and emotional 
appeal, the Ministry therefore, quotes the JIj. -, 
t 'waste' from the 
Qur'an to remind people to obey God's rules and not to overuse 
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commodities beyond their needs. Thus, the word stand as a 
semiotic sign which reminds the TL receiver of the following 
verse: 
A-it 'ji-y--j'Jj Ij-TJ ýý A--Lrý pt Stjý 
This verse has been translated by Yusuf Ali (1946: 347) as: 
0, children of Adam! 
Wear your beautiful apparel 
At every time and place Ofprayer: 
eat drink: But waste not byexcess, 
For God loveth not thewasters. 
Through using this semiotic intertextual. sign (see chapter three on 
intertextuality), the ministry disassociates itself from the text and 
implies that these are the rules of God and that we should all abide 
by them. The advertisement puts the SL target readers under a sort 
of religious pressure and responsibility without giving him the 
feeling that the advertisement is communicated by authoritative 
sources. The inclusion of religious appeal in the SL is, thus, more 
effective than a mere straightforward instruction of dos and donts. 
if this announcement is then to be literally translated into English, it 
might be as follows: 
"Dear Brother Ci tizens, 
Our Islamic true religion has mentioned in several verses 
of the Holy Qur'an and hadiths (sayings of the prophet) 
not to consume more than our needs. Thus, we should 
obey God and not overuse water". 
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As mentioned earlier in the current thesis (see chapter one), the 
Islamic religion has a strong impact and emotional appeal on 
Muslims' everyday life both consciously and unconsciously. This 
announcement is manipulating this fact and that is why it is 
considered to be very influential on the SL readers. However, the 
translation of this announcement does not have any communicative 
effect on the English reader due to the big gap between the two 
cultures of the SL receiver and the TL receiver. Nida's dynamic 
equivalence (see chapter two) might be suitable here for the TL 
readers. The importance of dynamic equivalence in translation lies 
in the fact that it is not directed so much towards the SLmessageas 
towards the receptoes response. Thus, in order to make the TL 
reader response positively to the announcement, I suggest the 
following translation which could be more appropriate and 
effective: 
"Save water. 
There has not been enough rainfall and, in order to avoid 
a major problem in the future, you are requested to 
observe the following: Do not use a hosepipe for 
gardens or washing cars. Take a shower instead of a 
bath. Do not flush the toilet more than is absolutely 
necessary". 
The above translation differs completely from the SL 
announcement in form and structure. In the current translation, the 
indirect and gentle discourse of the SL that is based on religious 
belief and emotional appeal has been replaced by a discourse that is 
more instructive, authoritative and direct. This translation has 
involved the omission of a lot of elements which might not have 
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any effect on the TL reader due to the big gap between the culture 
of the ST receiver and that of theTLTreceiver. 
Advertisement with Literary Reference 
Text 1G (see Appendix) 
The advertisement of Lincoln Cars is another example that is 
culturally oriented to the Arabic culture and language. In this 
example, the copywriter associates the advertisement with the 
heritage and the history of the Arabic literature and scripts. This is 
shown by the intertextual reference made by the following phrases. 
These phrases, in fact, constitute a line of Abou al-Tayyeb al- 
Mutanabbi: 
ýj-Al ý-. At jj-j U-is, 
ý. )L-S<ll )-Li Lr-jr- tAij 
This intertextual reference in this context is of great significance to 
the meaning of the advertisement as a whole in the sense that the 
copywriter is trying to play on the point of the valuable, the 
precious and the unforgettable through associating the, Lincoln Car 
with the Arabic old literature. In other words, there is nobody in the 
Arab world who can deny the greatness of literature in those days, 
literature which is still vigorous and remembered although it has 
been written many years ago. By the same token, there is nobody in 
the Arab world who can deny the preciousness and the greatness of 
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Lincoln cars. This car is as valuable and memorable as history 
itself It is something the customer will never forget and will always 
be proud of even after hundreds of years. Thus, the accompanied 
poetic intertextual discourse in this advertisement is not thrown in 
haphazardly but rather according to a very clever plan. The text 
producer knows that his/her readers share the same background 
experience and he is sure that this reader will react positively to the 
text. This image has been supported paralinguistically by the old 
Arabic scripts within which the poetic lines occur. The way the title 
is written "L-44Z. --L4a1", in the old Arabic writing is another 
paralinguistic means which helps reinforce the whole image of the 
old, the precious, the unforgettable, the still used, the still required, 
and the still askedfor. 
The advertisement is, therefore, targeting those who appreciate the 
taste of heritage and the element of preciousness which can be 
found in a Lincoln car as it combines the features of the past and 
the advancement of the modem technology. In this advertisement, 
the copywriter has flouted both maxims of quantity and quality 
through giving more information than is necessary and through 
being very exaggerated in his comparison between the value and 
heritage of Arabic scripts and literature and the value of Lincoln 
cars. This has been resorted to in order to reinforce the persuasive 
argument and to make the advertisement appealing and interest-ing 
as well as successful. The serious and the strong discourse opted for 
by the copywriter enhances the strong comparison both textually 
and contextually. 
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The advertisement is considered to be an aberration from the norm, 
of , advertising a foreign product in Arabic. In other words, the 
foreign products publicised in the Arab world are most, of the time, 
either standardised according to the SL meaning of the original 
products or contextualised in a format that still carries the flavour 
of the SL culture. Thus, the localisation of this advertisement in 
Arabic, though the product is foreign, invokes the target audience's 
emotions and knowledge and this is why the audience interacts with 
the products as if they are local and notforeign. 
Translating this advertisement literally into English will cause the 
translator a lot of problems. First, poetry translation has a special 
discourse that differs from other translation processes. By special 
discourse I mean the imagination that the translator needs to put 
into the process of translation to suite the TL. Moreover, a poem 
can contain many signs which might not have the same connotative 
meanings if translated. Metaphors, poetic symbols, poetic language, 
form of the poem, etc. are another source of headache for the 
translator in the translation of poetry. 
Therefore, the translation of this advertisement into English will 
end up like that of the Swinton Insurance advertisement quoting 
William Blake's "Greq and pleasant land". That is to say the 
format, the structure of the text and the content will change from a 
concise persuasive advertisement to a rather long boring text with 
every SL cultural sign and reference paraphrased. This procedure 
will result in distorting the rhetorical purpose of the whole 
advertisement and losing the impact of the SL force. 
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Findings 
The case of text IG, that is the Lincoln Car advertisement, proves 
our argument made earlier in this chapter that the standardisation of 
any foreign soft-sell advertisement across-cultures ýwill not be 
successful and if it is culturally oriented as can be seen in the 
analysed data, the advertisement will be impossible to literally 
translate from Arabic into English and viceversa. 
As can be noticed from both Arabic and English advertisements, 
Arabic written advertisements incline more towards the rules of 
Standard Arabic in order to create a positive impression on its 
readers. This is due to the fact that the rules of the Arabic language 
are highly respected and inflexible and that the violation of such 
rules might not be very welcome by the audience of the 
advertisements. Moreover, the Arabic advertisers prefer Standard 
Arabic in order to sell the advertised products outside their national 
borders. In other words, an advertisement designed to span national 
borders might be more clearly understood by larger audience if it 
avoids colloquial forms. While searching for Arabic advertisements 
in various Arabic Magazines and Newspapers, I have not come 
across any advertisement that is written in informal Arabic. 
In British advertising, on the other hand, and although the usage of 
colloquial language in advertising might offend those strictest 
traditional grammarian who accuses the advertisers of distorting the 
standard English (see chapter four), the vernacular is favoured to 
target a general audience and perhaps to create an illusion of 
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intimacy between the advertiser and the potential consumer. In 
many of the analysed British data, there occurs a fluctuation of 
discoursal tenor ranging between the informal and the fon-nal. 
The tendency towards the colloquial register in television 
commercials varies from one country to another depending on the 
local dialects as well as the target audience of the advertised 
product. As the Arab world as a whole is a consumer rather than a 
supplier, it is clear that more often than not the advertised product 
is foreign and as a result the advertisements of these products are 
either duplicated or transferred into Arabic with more emphasis 
given to the form, something which makes the original meaning of 
the foreign product lose its impact. 
The Arabic advertisers depend to a large extent on the bard-sell 
ideology of advertising in the written advertisements. Very rarely 
one can find an advertisement like that the of 'Lincoln cae 
advertisement which is localised to suit the target audience's 
knowledge and response. It seems that in Arabic advertising, the 
advertisers do not appeal to the emotions of their audiences, they 
rather inform them about the products and let the audience make 
their own decisions. Most of the Arabic commercial advertisements 
I have come across bavp neither emotional appeal nor have they any 
humour. This is why as I believe the concept of advertising in the 
Arab world still does not play a great role in the daily life of the 
Arab audiences in comparison with the significant role it plays in 
the Western countries as a whole. 
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However, it seems that the most successful and memorable 
advertisements in Arabic are television commercials. This is due to 
the fact that in television commercials most audiences respond to 
advertisements which manipulate the element of known songs and 
music. This type of advertisement is more effective and memorable 
than , the bard-sell method which is more used in written 
advertisements since it creates an atmosphere of entertainment 
achieved by the accompanying discourses, i. e. the songs and the 
music, as well as by the actors and actresses. 
In 'my analysis, I have chosen the most difficult and interesting 
advertisements which are oriented to both British and Arabic 
languages and cultures. The type of advertisement opted for is the 
soft-sell as this type is more challenging and likely to be more 
culturally oriented to the target society than the hard-sell. 
Tremendous difficulties have been faced in the attempts made to 
standardise these advertisement or to literally translate them into 
either languages or cultures. The translation of such advertisements 
proved to be almost impossible. 
The translation problems encountered in the above analysed data 
take place on both the linguistic and the conceptual levels. The best 
example on the. linguistic difficulty would be the translation of 
"Mrs. T" (see text 113) where I found it extremely difficult to find 
an equivalent translation in the TL to preserve the 'pun, i. e. theplay 
on the letter 'T' which refers both to Mrs. Thatcher and the tea. On 
the conceptual level, it has been extremely difficult to translate 
what I have labelled as taboos such -as the usage of sexual 
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references embedded in the advertisement for bumourous and 
persuasive purposes. 
A further translation problem a translator encounters in the soft- 
sell' advertisement is the translation of humour. Humour in 
advertising in general adds the element of entertainment to the 
message and consequently sends it to larger audiences. It depends 
to a large extent on what is perceived to be funny or entertainingby 
the public. The concept of humour in advertising is extremely 
difficult to translate to another culture. Firstly, the sense of humour 
varies enon-nously from culture to culture so that what is 
'hysterically' funny to one culture might be boring, insignificant and 
futile to another. Moreover, the object, the individuals, the events, 
etc. which are used as a source of humour in one culture might be 
absolutely alien to another culture. These problems have been 
encountered in most of the above analysed data. 
The frequent usage of intertextuality in advertising causes 
tremendous difficulties for the translator. When the text producer 
refers implicitly or explicitly to personal names, movies, titles of 
books, events, poems, etc. he has in mind that his target readers 
will react to the intertextual reference and will appreciate it because 
of their pre-knowledge, of the SL culture. It is this kind of pre- 
knowledge that causes problems to the translator of advertisements 
particularly from Arabic to English and vice versa since both 
languages have completely different cultural backgrounds. In the 
case of intertextuality, the translator is required to exert all the 
necessary efforts to render the intertextual cultural signs into the 
TLT relying on his knowledge of the world of the SLT and his 
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competence. When the source from which the intertextual reference 
is taken is well known, the intertextual sign becomes easier to be 
recognised by the SLT reader. However, the problem of translation 
is -still there particularly if this cultural intertext is absent from the 
TLT. If the intertextual space is very near and universal like for 
example: "Desert Storm", the name of the Gulf War battle, then its 
translation becomes less difficult depending on its connotational 
usage, as it is recognised by most people overtheworld. 
What I want to arrive at at this stage is proof that the translation of 
the . soft-sell advertisement is more complicated than any other text- 
type, e. g. legal texts, technical-scientific texts, novels, religious 
texts, etc. First, advertisers rely to a great extent on the attitude and 
the , immediate reaction of their audience as well as on the 
background knowledge that they share with this audience. This can 
be 
. particularly seen in the cases of humour and irony. However, 
this might not always be the case with other kinds of texts. Second, 
advertisements are also controlled by the clement of space and time 
and selected audience. In other words, the advertiser knows where 
and when to launch his product and who are the buyers, as well as 
how they think and react. On these grounds he depends on the 
usage of humour, sarcasm, persuasion, play on words(puns), 
niaking fun of certain personalities, use of sexual language, 
swearing language and fluctuation of tenor etc. When it comes to 
translation, it becomes almost impossible to have any satisfactory 
and successful translation. 
This particularly applies to the case of English and Arabic since the 
two languages represent completely different cultures. In the 
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process of translating advertisements across cultures, there is no 
room for paraphrasing or marginal footnotes, as the concept of 
advertising is based on the immediate reaction of the target 
audience as well as the limited time and space as an advertisement, 
be-, it written or visual, costs more money the longer it is. In other 
words., the translation techniques, e. g. omitting something, adding 
something, altering, borrowing, using a marginal footnote, 
paraphrasing, etc., which prove to be helpful in the translation of 
any other texts-type and which prove to make communication much 
easier', between different societies and different languages and 
cultures seem to be of no helple in the case of advertising. The 
translator of an advertisement will not find the technique of 
borrowing or footnote of any help, since the TL reader will most 
likely- have no time to stop his/her car to look at the text or posters 
and to read a footnote in order to understand the meaning of agiven 
cultural item that is alien tohim. 
More significantly, the concepts of supply and demand vary from 
one society to another. That is, the mode of supply differs 
according to how these commodities are necessary to one society 
or another with regard to the different living standard and the way 
these commodities are introduced in the new market. A suitable 
example, for this point is the 'Oveltine' hot drink. The translator's 
task here, is not only to transfer the 'Oveltine' advertisement into a 
TL, but also to explain the advantages and the disadvantages of 
loveltine' to an audience which had never heard of this hot drink 
before. 
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To sum up the argument, cultural differences form one of the major 
problems facing translators. This particularly appears in the case of 
Arabic and English advertisement translation due to the huge gap 
which-, exists between the cultures of the two languages. Dealing 
with such a kind of translation problem, the translator has to ask 
himself if he should focus on the language or the culture. 
Although there have been different approaches to cultural 
translation, but, for the purpose of the current study, Nida's 
contribution, namely 'dynamic equivalence' (see chapter two), 
might- be appropriate here especially in the case of cross-culture 
translation of advertisements if these advertisements are not to be 
localised according to the culture and the language of the targeted 
r society. The importance of dvnamic equivalence basicaliv stems 
from the fact that it is not directed towards the SL message but 
towards the receptors' response and that the TL reader does not 
have --to know the cultural patterns of the SL context 'to correspond 
to its message. 
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Conclusion 
The general aim of the present thesis has been to demonstrate 
several approaches to the study of language and culture in a given 
society and their importance to the field of translation, be they 
integrated as one component, or separated from each other, or 
intermingled. These various studies have included anthropological 
approaches to the study of the cultures of individual societies, 
habits, customs, social behaviours, morals, traditions, beliefs and 
language as a medium of communication. These studies have later 
been a comer stone for those ethnolinguists and linguists who 
related the study of a society with its different cultural beliefs, 
attitudes and degrees of ideology to the study of language and 
culture with relevance to its text, context, the dimension of 
pragmatics and serniotics. The present thesis has also dealt with the 
role of Arabic culture and language and the Islamic influence on the 
Arab culture in general and on Arabic language discourse in 
particular. 
Various translation issues in chapter two have been reviewed. Most 
of the approaches I have demonstrated have the general perspective 
of translation equivalence. Different types of equivalence in 
translation have been studied. The question of to what extent the 
general communication across cultures is successful can only be 
tasted upon the reaction of the TL receiver. Hence, 1 there is no 
100% successful communication effect across cultures. No matter 
how a translator attempts to preserve the SL's original message, 
there will still be a translation loss. The wider the cultural distances 
between the engaged cultures are the greater the loss of 
communication effect is . This point applies to the case of 
Arabic 
and'English which are the subject of thýthesis. 
In chapter two, various examples that contain some cultural 
elements which are difficult to translate have been discussed. I have 
Co . me to the conclusion that some of these examples cannot be 
literally translated. This is because of the huge cultural differences 
between the Arab and British societies be they religious or socially 
onented to specific concepts. There have been some translation 
techniques provided such as adaptation, ellipsis, paraphrase, 
footnote, etc. as a vehicle of communication, but these tools do not 
always apply to all text-types and are not always useful to the 
cultural concepts in a , translator whenever s/he encounters specific 
given society. 
, In the present thesis, I'have covered various cultural aspects such as 
'literary translation, differences between technical and literary 
translation, redundancy and ellipsis, etc. I have also covered areas 
which are supposed to be fertile land for cultural differences such 
as religion, politics, social traditions, concepts and technical 
tenninologies. I have found that some of these areas difficult to 
translate into Arabic and vice versa and I have suggested some 
translations as a solution. 
N"en the translator encounters problems of both a linguistic and 
cultural nature in the original text, the case has always been'to 
-Sacrifice the forin to the total meaning of the content. This seems to 
b6 an acceptable technique since the meaning should always be 
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given priority as it presents the message of the SL text. However, 
the question remains to what extent can a translator sacrifice one 
aspect of meaning to the other when s/he faces a cultural concept 
that is alien to the TL culture. Nida, (1964 & 1969) has answered 
this question by suggesting the formula of 'dynamic equivalence'. 
Nida's dynamic equivalence is directed to the response of the TL 
for the sake of achieving a communicative effect on the TL 
receiver. 
NiHs dynamic equivalence which sacrifices the SUs original 
meaning when this cultural aspect is absent -from the TL over the 
TL response has been criticised by people like Komissarov and 
Basnett-McGuire. (see chapter two on the criticism of the dynamic 
equivalence). Komissarov (1991) and McGuire (1980) believe that 
for one to understand or appreciate a message of the original text, 
one should interpret this message upon its background. Their 
argument insists on fidelity to the original message by means of 
resorting to extra explanations such as paraphrasing, footnotes, etc. 
They maintain that the concept of translating from one language to 
another means translating from one culture to another. They 
consider that deviating from the SL culture means deceiving the TL 
receiver and being unfaithful to the SL message, and this is what 
the dynamic equivalence does since it deprives the TL receiver 
from the reality of the otherculture. 
The present research has also shown the significance of 
intertextuality in general. , Various definitions of intertext and 
intertextuality have been provided and the relationship between the 
text producer, the text and the text receiver has been brought to 
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light. In other words, intertextuality has been seen as a means 
resorted to by the text producer, and the text receiver through the 
intertextual traces existing in the text has to identify these traces 
and to know where they come from in order to be able to interpret 
the text. In this sense, the text receiver has been dealt with as a 
mediator between the surface meaning of the text and the real 
meaning of that text. Thus, intertextuality has been viewed as an 
operation which has a motivated nature and which is resorted to by 
the text producer in order to achieve his ownpurposes. 
The two main types of intertextuality which have been dealt with in 
the present thesis are the actual and the virtual. Allusion, quotation 
and intertextual irony are the kinds of the actual intertextuality 
which have been dealt with. Virtual intetextuality has demonstrated 
how texts could invoke in the text receiver's mind another genre, 
another, discourse and another text type. The relationship between 
intertextuality and culture and how an intertextual reference causes 
problems of understanding to the text receiver if he belongs to a 
culture that is different from that of the original text producer has 
been given special attention. Through analysing some 
argumentative texts which are related to a series of other previous 
texts in an attempt on the part of the text producer to make an 
argument, I have illustrated how such intertextually condensed texts 
in English and Arabic are very difficult to translate since the 
translator will end up writing long lists of footnotes in an attempt 
to explain the intertextual references to the target language receiver. 
In this case the target text receiver will end up looking backward 
and forward seeking for explanation for every historical and 
cultural intertextual sign. In some of the other examples discussed I 
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have managed to overcome their intertextual translation by 
resorting to paraphrasing. 
This thesis has also conducted a comprehensive study of 
advertising. The study has covered the definition of advertising, 
types of advertising, its aims, function and its role in relation tothe 
consumer society. This study has also included the means of 
persuasion and emotional appeals employed by the advertisers to 
achieve their purpose which is to have an immediate effects and 
impact on the targeted audiences and to make the audiencereact. 
I have also demonstrated the different techniques adopted by 
British advertisers in comparison with Arab advertisers. This 
comparison allowed me to conclude that the Arab advertisers prefer 
the usage of the hard-sell technique which is a direct sell whereas 
the soft-sell technique employs various methods of persuasion, 
(emotional appeal, sexual appeal, sexual connotations, reference to 
political figures, cultural reference, ambiguous puns, etc. ) is not yet 
very popular in Arabic advertising. The above-mentioned 
techniques seem to occupy a great place in the English speaking 
world. Moreover, from my research I have found that British 
advertisers prefer the deliberate usage of slang, colloquial, 
misspelling and deviations from the norms of the conventions of 
the standard English for the purpose of attracting attention and 
being unique and memorable. Although, these methods seem to 
upset strict grammarians, yet they are very acceptable and admired 
by the'general audiences who find it funny and entertaining. Arab 
advertisers, however, avoid any kind of ambiguities, slang and 
colloquiallness in order to target a wider audiences beyond their 
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national borders. More significantly the general public in the Arab 
world prefers the usage of standard Arabic, particularly in written 
texts, to preserve the identity of the Arabic language. 
I have also illustrated the techniques of advertisement 
standardisation across cultures in which a given product is 
determined by different consumption patterns and psychological 
characteristics as well as cultural criterias. Humour and irony, 
which play an important role in advertising, have also been 
discussed. It has also been argued that most of the cases where 
humour and irony occur irrespective of their type could involve the 
breaching of Gricean maxims and hence, the advertisement will 
require from the audience another reading to understand the 
implied implicture. 
Analysing concrete advertisements from pragmatic, semiotics, text- 
typology and text linguistics point of view, I have concluded that 
the translation of advertisement differs extremely from the 
translation of any other text-type. The difficulties lie in the fact that 
the SL advertiser and his audience share the same world of socio- 
ecnomic, market characters and cultural criteria. The TL audience, 
on the other hand, perceives the world from different points of 
view, be it in terms ofiknowledge of the world, religion, system of 
beliefs in general, social values, political environment, socio- 
economic environment in which he lives, etc. Thus, the knowledge 
of the world shared by the copywriters of advertisements and their 
main "customers" is not shared by the TL "customers". As my data 
has proved, the differences in culture between the source text 
producer and the target text receiver result in great problems in the 
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translation of advertisements related to questions such as 
differences in conceptual beliefs, in dealing with taboos (sexual 
connotations, swear words, bad language etc), humour, irony, etc. 
By the same token, what distinguishes the translation of 
advertisements from the translation of any other text-type is the 
elements of time and space in which the translator has no room to 
manoeuvre as s/he would in any other text-type translation. Thus, I 
have concluded that the standardisisation strategy of advertisements 
across cultures is an unsuccessful method and that the only method 
for any international product campaign is its localisation according 
to the target market where it will be advertised or sold. This is to 
say the localised , advertisement has to be formed according to the 
market characters, social behaviour response of the targeted 
audiences and to the persuasional elements and humours employed 
in this society. This argument is demonstrated by an example 
occurring in the data analysis chapter. 
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of ide-as for Christ- -mame of the paper you want your 
pxcsents? ". J)Onlý demise to appearin firsL 
Alle Vhsdijx; 7ý ký4ma lw,:: ý ý&r. 
houtioni ýor)cns.. -&ww, -caes'ýbeciL. 4rhmiow -In-- 
Lad my Tory W12ip 
Romanian Baby on 
Afkos,. con Nfiguel 
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ýht Way Rotmd! ", 
y-I rin CTI ON 
-7- ej ý7 
-wffl be dan the -streets of watch this", 
-Try CbanneW, ' 
"alashi. . If 
=- 
G, t and 10 other "Wait for-the Sowý Bank Show", 
meaning1m phrases. hd2de of S "Come Off it'", "Cal this art? " 
rofDani, so can t be hurt by 
ýtc, 
etc. 
2ied onslanghts, gunshot wounds, Femak Broadebeet lColumalst ý_ýetc, 
-11699. Batteries not gupphed. stan-Týe-viftk J30H - S-targh _ Dinner Party Dictioaary - beside the Melvyn Bragg I)o1h2nd' Slun, secretable vohune contains nods. 
all the vogue -words you are'likely Talking Bookmark It's 
dormg 
aniny more -114,99 per 
LU lical ut U11MC1 PVA Um" PILLb ULULI , YCLY WCLI LLULUUg YLM1 - Pum-C ILI ;d 
real definitions, true origins, etc. book with the aid of a bookmark, 
g, - issimplyl Its so easy to become Jack Purvis, Sowhen the person nez to you but that's not much good if you 
Tbarawbry-tycDons ý ýE, -Yow Vm own w- For an -car salesman, Professor Dennis says, "I find his programmes very -can't remember, anydiing about awre ýft -asset- -oout-of the *rdmarv present, why Quantock of Hull University, etc, formulaic ... " you can immedi - -, ahe book or who-anyone Ls. With ing pe9plevad dis- ., 4not g. rye someone sjmcial a special 
wd mismeases). But 4*omeone? In complete secrecy,, we 
etc! (Nb. This is completely legal 
except when asked your details by 
ately say, "In what -sense are you this remarkable talkin bookmark 
using the word formulaic? " And all vow troubles are over. As you 
wagnatc*ven in-lit- : 4= arrange for a Tory NT to be at a liceman traffic warden, 0 ' when he says, "In the usual sense, I close the book, simply dictate into 
Vo lbe-owhole ihog: ný d" to ask questions, cr -t card Trative, etc) Only r e t trust", you can say, "Not in my the electronic bookmadrthe e&- 
" " - i pold-plalcdTubbish yote against thc<xwermnent 4or dozcn. r why not have su- 11 0 a a . And when he says, 
Oh, sentials of wharyou book w sh-to re- 
0-U00. bUnply serve at your dinner party. , per de luxe cards with your name and what book might that be? " member about the book so far - 
*ad ID Cmd M A; Lo Tent prý-buy ... on, which self-destruct 24 hours you counter with, "The Dinner "Olivia, the heroine, has just dis- C yet -been brought ' . 14wudauynmms Business Card after leaving your waUet, E50 per Party Dictionary, of course"', pro-_ -ý-oovemd that the man she has al- ' ' wmmiami,; but that Feb&w - liow mum tines do dozen. ways called 'father' isin fact thý ducmg this han(: h, and infinitely k=. Immple-2sk you for your business id di i f 
The Bill McLAren DoU - Place TV 
annoying little lexicon from your :, Baop of Cialway", or -It is 1856 
vr ywAan twier n ore- it on your set during big rugby pocket or garter. Contains all and Prince Albert is showing signs 
waydeta that wM;, "boding: because voWre giving your games and it will bounce up and trendy misused words such as of medin fatAgue" - and then play 
on arv4m*Mýd in a- -mame and addreis to someone you down shouting:. "'Ibis big feller chauvinist, icon, eponym, etc. -- ý it back when you TesumeTeading! 
MXi your -mever want to see again? Now you from Kelso", "T'his giant who Melvvn Bragg Doll - Stands Only L17.99, batmries. czo. 
7our b1lood ýpoup, -can easily fob off your new-found scored three drop goals on his first on top of your TV set and enliv- nen YOUW 3e1ecM%G-1WW you 
fsý a photo of your- friends with a fictitious business appearance for the combined ens your viewing by savmr. '-I:, waru; just send yow-hs4 and a biýnk 
r bestside and the -card from a selection of 10 ahases! Welsh universities team", "Tlere 
; 
, 
don't know how you can bear tcx- 4' cheque, to Lhirrolurmt. But hurry! 
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ASIA PACIFIC 
R FS 0 RTS 
Ammalia 
lly3n FMn(v Sinctuar-%, Cove 
(Gold Coast) 
ilrv RMnc-y OvIum 
(%nshine Cpast) 
French Polynesia 
Regency 5hiti 
Indonesia 
Bali I Iptt 
Grand llý-Att Rili 
Korea 
I 4-v Rtgency Cheju 
Macau 
llý-Att Regency Macau 
M21ri%ia 
llý-Att Kimmin 
Mariana Islands 
I h-aft Prgency ýaipin 
Australia 
Hyatt Regency Adelaide 
ilý-jm Hotel Canberra 
livatt (in Collins Melhourne 
flyalt Ree ncy Perth 
I ly-att Kingsgatc Sydney 
j Park flyatt Sydney 
People's Republic ofC-2iina 
Hyatt Tianjin 
11yalt Regency Xian 
I long Kong 
llývt Regency Hong Kong 
Grand I lyatt I long Knng 
India 
Hyatt Regency Delhi 
Indonmia 
'ne Ary2dura Jakarta 
Hyatt Regency Sumhaý-a 
Grand I ly2tt Jakarta 
Japan 
Ctntury I I)qtt 'Ihkyo 
Korea 
I Ivatt Rrpcncy Pusan 
I (vatt Rrgency Scoul 
Malaysia 
Hyatt Kinabalu 
IY311 ýmmann (Kuala Lumpur) 
New 7"land 
liv-jtt Auckland 
Philippines 
)lvatt Regencv Manila 
Singapore 
I k-att Rrven(-y Singapore 
Taiwan 
Grand I Ivitt"I'aipei 
Thailand 
12nd I ly3tt Friwan Rangl, ok 
Text IA 
Asia - Australia - Pacific W"hen you necd a more relaxing 
perspective on life it's time to escape with 
Hyatt. Our nine Resorts in Asia Pacific offer 
exceptional accommodation in the region's 
most breat litaking locat tons. Recommended 
for those who take their pieasure seriously. 
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CARS & GIRLS 
____ 
- 
'LJ 
ýere`s your career, your family, your home 
id your health. And then there's the really 
Iportant stuff: Cars and Girls. Does owning 
MerfuL status cars make you sexy? What is the 
sexiestcarof aRime? 
And why is it that sex 
in cars is so great? 
These and other burning questions are 
caressed, revved-up and given a damn good 
servicinq over the next ten paqes... > 
Text 5A 
Have car, wi It score. 
Do we tei I ly im A gi tie "fell As", that a car wit. li sleek tine,, a pit I sat i rig motor a it da(, Ili( 
dadiboard wi II imp rove our sex lives? To rri I-I ib her tis, to say the 1 eas I, a to uch sceptica I 
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Text I D. I 
Dear Mr. President Bush, 
1 would like to complain about the ibundance 
of hamburger bars that nave sprung up on our 
green and pleasant land. There's only got 
to be an empty car parking space, in the 
shopping centre and before you know it, they've 
built a new. burger bar. 
Dont1t get me wrong, Ive got notning against 
America. I can even whistle the Star 
Spangled Banner, which I believe is a basic 
requirement to gettin,, i, a visa. 
For research purposes I ventured into a 
burger bar D5ast week. It was 'ill full of 
plastic, and warm air driers. Týheylre 
supposed to be more hygienic than hand 
dt towels, altnough I've never actually met 
anybody who has died from using a hand towei 
yet, except the man at the end of' our road 
who acciGently swallowed one. iwore quc)stantial 
than beef burgers though. 
Swinton Insurance branches are far more 
convivial. There's inore th,,, n 700 of thein, 
full of motor insurance experts. tAnd You, 
they need to be experts to explain the ins 
and outs of all the comprehensive policies 
there are, MMW so you end up with one that 
suits you. 
Mrs. Woman Next Door got j. Oob ueliind the 
counter in a bur6er bar. It's &A sad 
because she really wanted to be a orian 
surgeon. As it is she still gets to wear 
a nice uniform but she doesn't have to wear 
a mask. 
Yours Patriotically..... 
... - -- ---- 
Id,, I lh- I h,,,, 1, A", ....... 1, -., ..... ...... ýnk ýifL 
. 
ý6 
I, "A I -- 1,1,. S....... ýI..... . If A.. L 'l, ' 6- r! 
Text I D-2 
Dear Nigel Mansell, 
After seeing the Grand Prix on the BBC 
yesterday, I'd like to complain about the 
wreckless speed at which you drive yolir 
car. It sets a bad example, especially to 
the young. * Not that I've got XX)tXXIXX 
anlything against young drivers, or women 
driver-s for that matter. InYL an effort to 
keep accidents off the road, the Zear Lady 
Wife alwa, %-s drives on the pavement. 
I am not a killjoy, out driving round in 
circles at dangerously high speeds seems a 
pointless exercise. If you slowed ctown a 
bit you might enjoy some of the lovely 
countryside. 
Thank XXX heavens for Swinton Insur nce. 
They understand that young people' needs 
are aifferent. They insure more young 
urivers than anybody else, so at least 
they'll be in safe hands. Thanks to their 
JO years experience, they cun nelp find 
them. the ri, ý, ht policy and save them money, 
L)ut more excitingly still, they'll -, ive 
them a free motor insurarice leaflet full 
of advice for young people. 
In conclusion, you reallY -ýýhoulcj try to 
slow down. Last week tne Dear Lady 1; iife 
ran to catch a No. I Ig bus to (, headle so 
quickly that her stockings rubbed together 
causing sparks. '; trange for 20 Denier. 
Anyway, she looked like a Catherine Wheel 
on Bonfire Night. 
Yours youthfully 
.......... 
Text I D-3 
Dear Norman Lamsnt, 
Or may I call you Stormin' Norman. The Dear Lady Wife 
ano I were very impressed with the way you handled 
that spot of bother in INK the Gulf, and we look forward 
to seeing how you tackle matters, budgetwise. There have 
been rumblings down our street about the way I you keep 
saying we're about to turn the corner. Are you sure 
you know where the corner is? 
If I may be so bold I wonder if I could offer a few tips 
to incorporate into your budget. 
I was listening to one of your politician chums on the 
wireless yesterday, just after Sing Something Simple 
and he was talking about getting down to brass tax. 
It seems to me that he's onto something there. You'd 
clean up if you started taxing brass, what with all 
the door knobs and brass bands there are, especially up 
here in the north. 
Another tip you may like to follow up is this. I was 
reading about how people make a profit on the short 
term money market in the investments puge in Womans 
world magazine, you may have seen it, opposite the 
'Woman's problem page. It seems to me that if' I gave you 
my tax up front as a INN loan, you could then stick it 
on the short term money market for a few weeks, and make 
a killing. Then you could give me my tax back and that 
way we bothk come out on top. 
If You really want to boost your funds though, you should 
look no further than Swinton Insurance customers. Swinton 
Insurance deals with more motor insurance companies tnan 
anyone else so they can get the right insurance policy 
at the right price so they'll have lots of spare cash to 
plunder. They've also got over 700 branches, althRough 
Ift INX I'm not sure whether there's one in Downing Street. 
I expect you've got all the other essential shops, though 
no doubt the wool shop must have closed down when Mrs. T. 
moved away. 
I was only I saying to the Ilear Lany, I think being a 
politician could be quite an interesting job but what 
puts me off is having to be niceto children. It would 
make a change if they were nice to me for once. They're 
continually p6king open my letterbox (brass) and 
shouting rudeness KAXK down my passage. 
Yours in recession, 
k 
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ur hair is in the dog house. It 0 
is fine andflyGWGY Gnd tends to 
misbehGve in public. tAtmomi&W MEMPF) 
Introduce It to a new handier. Vidal 
Sassoon Protective Styling Spray. Our 
stylists recommend this stuff because It 
will control your favourite style, while 
still allowing your hair to 
. 14i 
4) move naturally. Vidal Sassoon 
Protective Styling Spray has a 
combination of anti-static agents 
and light conditioners. 
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